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Abstract
Predictions of Participant Satisfaction and Loyalty at the
West Virginia University Outdoor Education Center
Connor James
The overall purpose of this study is to develop a sense of understanding into the
general visitors of the West Virginia University Outdoor Education Center (WVU OEC).
The WVU OEC is a portion of the university outdoor program Adventure West Virginia.
This site has a zip line canopy tour, multiple high rope challenge course elements and a
variety of ground based teambuilding elements.
Participants at the WVU OEC were surveyed in the summer of 2016 to
understand their expectations, motivations, satisfactions, and loyalty associated with their
one-day experience. These participants have participated in a zip line canopy tour and/or
on-site challenge course program.
To develop a quantitative instrument for this study, a qualitative pre-survey
conducted in the spring of 2016 was used to derive items measuring expectations and
motivations specific to the canopy tour and on-site challenge course programs. These
items on expectations and motivations were then used, along with other measures, for the
full survey conducted in the summer of the year. Data are analyzed in SPSS 22 and
AMOS 24. A factor analysis was conducted to obtain latent variables for each measure.
These latent variables were then used for further analyses including t-tests (to compare
similarities and differences between three pairs of groups-first time users vs. repeaters,
males vs. females, and program contacts and program participants), Analysis of Variance
(ANOVA, to compare similarities and differences between three activities participatedcanopy tour only, challenge course only, and both), and Structural Equation Modelling
(SEM, to examine the relationship between expectations, motivations, satisfaction, and
loyalty).
It is found that no significant differences exist between first timers and repeaters
and between males and females in their expectations, motivations, satisfaction, and
loyalty. However, program contacts are found to be more positive than general
participants on some items. In addition, significant differences are also found between
participants doing canopy tour, challenge course, or both in the same day.
Findings from the SEM model include a significant positive relationship between
expectations and motivations. Itemized satisfaction (i.e., satisfaction with activities and
satisfaction with instructors) has a positive significant relationship to overall satisfaction,
which in turn has a significant positive relationship to loyalty. Finally, motivations also
have a positive significant indication of overall satisfaction while expectations do not.
The findings of this study will be used to help the WVU OEC market to their
audience appropriately. They will also serve as a guide for future organizational
decisions.
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CHAPTER 1: INTRODUCTION
In 2003, Adventure West Virginia began as a West Virginia University
Recreation, Parks, and Tourism Resources master’s program project designed to increase
freshman retention rates at West Virginia University (Hoden, 2010). By using a
curriculum designed around adventure, experiential education, and university orientation
Adventure WV proved to be a key resource in retaining students after their freshman year
at WVU.
Through the years, Adventure WV has evolved from simply being a freshman
orientation program, to being an entire department within West Virginia University
Department of Student Life that embodies study abroad opportunities, sophomore
reorientation, the Outdoor Recreation Center, the Recreation Center Climbing Wall, and
the Outdoor Education Center (OEC). Each portion of Adventure WV is managed with
the core values of adventure, integrity, student-centric, community and collaboration,
quality and professionalism, and challenge.
As Adventure WV expands, so does each of its individual departments. The OEC
has evolved from a single high ropes course in 2007 to now having three high rope team
building elements, eight ground based team building elements, an outdoor yurt
classroom, and the first university owned and operated zip line canopy tour. In addition to
these elements being added, the Westvaco Natural Resources Conference Center is also
managed by the OEC, which allows for groups to have access to a conference area. As
the 2016 season began, the Adventure Base Camp was completed with its first phase on
construction adding four new yurts and a bathroom facility.
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Not only have the facilities been updated, but general staffing needs also greatly
increased, which in turn, brought on many new positions within the OEC. With the
onboarding of new staff and policies, the OEC is changing at a rapid pace. As the values
of Adventure WV are core to the actions taken by the staff at this facility, the team wants
to insure a continued direction of success into the future.
Shown in Figure 1 below, the OEC is located about 30 minutes by car from
Morgantown, WV, off the Coopers Rock exit of interstate 68, in Coopers Rock State
Forest.

Figure 1: WVU OEC Location (Courtesy of google.com/maps)
Figure 2 below shows the boundary of the Outdoor Education Center, which is
located off Chestnut Ridge Road, Bruceton Mills, WV, close to Chestnut Ridge
Community Park.
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Figure 2: WVU OEC Boundary (Courtesy of google.com/maps)
With the facility being located fifteen miles outside of the Morgantown area, the
OEC is a resource used by groups consisting not only of WVU students, staff, and
faculty, but also nonprofit organizations, corporations, and the general public. During the
time of the study, general facility construction and expansion was taking place and
created a significant impact on the overall feeling of the surrounding area. With the rapid
development and expansion, there comes a need to understand the clientele of the OEC.
However, no studies have been conducted to understand the market in terms of what they
expect at the OEC, why they are motivated to come to the OEC, how satisfied they are
with the OEC, and how likely it is that they will be loyal to the OEC. Answers to these
questions will help to make robust decisions on the sustainable development and
management of the OEC.
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Purpose of Study
As new facilities have been added to the OEC, there has been an increase in
policies and procedures that are used on the daily basis. With proper training and
guidance from the management team, the facilitators at the OEC provide a valuable
service to the customers. These services, like any other service are “unique in their
intangibility, heterogeneity, and inseparability from production and consumption; they
are each one of a kind” (Parasuraman, Zeithaml, & Berry, 1985, p. 42).
With Adventure WV generally being accessible only to the WVU student body,
the OEC has a significant role in community outreach, as it is the only portion of
Adventure WV to market programming to the general public. Not only can student
facilitators provide these services, but the OEC also offers trainings to community
members, so they too can expand their learning, and get the chance to facilitate others.
With the upgrades to the OEC, there is a gap of information in how precisely the
expectations and motivations can predict satisfaction and loyalty of the participants
participating at the OEC. The scope of this study is to find who the users of the OEC are,
what motivates people to be interested in programs at the OEC, and if their satisfactions
correspond with their expectations. The final portion of this study will focus on the
relationship between expectation, motivation, attribute satisfaction, overall satisfaction,
and loyalty at the OEC.
Programs at the OEC are developed through means of a needs assessment
designed by the group coordinator. This needs assessment gives the assigned facilitators
an idea of what the group wants to get out of the experience at the OEC. After receipt of
the needs assessment, the lead facilitator develops a program plan to meet the needs of
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the group to the best of his/her abilities. After the program has been completed, the group
leaves and goes on with their day.
Looking at the feedback previously gathered from program participants, we find
there is occasionally a lack of communication between group contacts and actual program
participants. Many times, people will come to the OEC for a completely different reason
than they expected. This study will cross-reference these market segments with the
expectations and motivations to participate in programming at the OEC as well as their
satisfaction and loyalty. The management team at the OEC will use the data found after
each program for immediate staff feedback. Immediate feedback to the facilitators will
bring about better satisfaction rates to the groups and helps with risk management in the
long run. Over time these surveys will be used to check long-term satisfaction and loyalty
of programming.
Statement of Research Questions
In moving forward with the current direction of the OEC, there are a few
challenges that this research will attempt to address. Although there is not an average
group of participants at the OEC, most programming is geared toward educational
groups. On both the canopy tour and challenge course, college groups are the main target.
The OEC also looks at community groups such as non-profits who want to do some sort
of outdoor recreational activity or team building.
The canopy tour does limit the amount of people on a four zip line, seven
platform tour to eight participants and two canopy tour guides. This can usually serve
twenty-four participants in a three-hour period. The challenge course on the other hand,
can handle much larger groups. With both high rope elements at capacity, about fifty to
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sixty participants can be engaged at a single time. If the group does not prefer to be off
the ground, they tend to do the ground based team building challenges, which facilitates
over one hundred participants.
When a group organizer contacts the OEC with an activity plan, there is usually
not a description that fits every person within the group. This makes it difficult to
emphasize different aspects of the program. The group contact is relied heavily upon to
relay this information to the participants to insure the best understanding of their
upcoming trip to the OEC.
On the other hand, the OEC does open the canopy tours to the general public,
even people who do not have large groups. A potential customer can register online for
up to eight canopy tour spots. This allows for some interesting group dynamics when the
group finally comes together. For instance, one canopy tour can have a full family of
eight, or one canopy tour can have four couples of two. None of these tours turn out
exactly the same, therefore, each guide will facilitate the tour to the best of his/her ability.
Knowing all of these possible situations can make it seem that there is an endless
amount of options for someone organizing a trip to the OEC. For these reasons the OEC
managers are interested in what causes participant groups to not only be satisfied with
their programming, but what makes them come back for more activities. To get to this
point, we will look at what they expect when they come to the OEC, and from there, what
are their motivations in moving further. The final piece will consider four different types
of participant groups: First-time vs. Return Visitors, Male vs. Female, Program organizer
vs. normal participant, and Canopy Tour vs. Challenge Course vs. Both.
This study will focus on the following research questions:

Expectation, Motivation, Satisfaction and Loyalty
1. What are customer expectations of visiting the WVU OEC?
2. What are the motivations of visiting the WVU OEC?
3. How satisfied are the participants with their visit?
4. What are the similarities and differences between the four user groups?
5. What will bring about the highest return visitation?
In the following chapters, this thesis will present the review of literature, the
research hypotheses, research methodology, results, and discussion of those results and
the conclusions

7
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CHAPTER 2: LITERATURE REVIEW
The purpose of this section is to provide background information on the topics covered in
this thesis. These topics include expectations and motivations as they apply to adventure
recreation. The literature review will then look at the pieces of satisfaction and how they can lead
loyalty.
Expectations
Many have defined adventure recreation, but for the purpose of this paper, Ewert and
Hollenhorst (1997) define it as “recreational activities that contain structural components of real
or perceived danger and usually involve natural environments in which the outcome is uncertain
but influenced by the participant.” (p. 21) Previous to this, Ewert (1989) found the growth of
popularity in the outdoor adventure pursuits industry due to the acquisition and demonstration of
competence and ability found by those involved in the activities. With a growing need for the
industry, researchers developed various strategies in defining expectations of those activities.
Crompton, MacKay & Fesenmaier (1991) define an expectation as “a participant’s belief
about the level of attributes possessed by a service” (p. 17). With this in mind, the authors went
on to find desired quality is likely to be influenced by the accumulation of past experiences
(Cadotte, Woodruff, & Jenkins, 1987; Crompton, MacKay, & Fesenmaier, 1991). Knowing West
Virginia has an abundance of recreational resources, it is likely some of the visitors have been to
various places around the region with challenge courses and zip lines. With Adventure WV
being education based, there are, at times, some different expectations when visiting the OEC.
Many of the organizations with the same type of resources are based around a pay-to-play logic.
This logic allows a recreational experience to act for itself and be purely about the experience,
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this, in turn has the possibility to distort pre-exposure variables such as expectation that can
predict satisfaction (Oliver, 1980).
When pre-exposure variables such as expectation are directed toward specific portions of
the entire visit, it is important to differentiate between these expectations. Langgat, Marzuki,
Fabeil, and Dahnil (2012) linked expectations of various aspects of an experience to its
corresponding satisfactions to get a better understanding of why their survey participants are
satisfied or dissatisfied with a specific portion of their event. In linking these expectations to
related satisfactions, the researchers are able to show a relationship between these items.
To better fit the expectations of recreational needs, a land manager may use the
Recreation Opportunity Spectrum (ROS) (Clark & Stankey, 1979; Manning, 2011) to display
these assets in specific areas of land management. The ROS is a tool that associates activities and
level of management to different pieces of the land based upon three main categories-physical,
social, and managerial with specific classes in each. Clark and Stankey (1979) used six different
factors within these categories, including access, nonrecreational resource use, onsite
management, social interactions, acceptability of visitor impacts, and acceptable regimentation
of management.
In implementing these strategies, managers can give the guests to their area a better
understanding of what to expect on their route. Although these are some ways to mitigate
challenges involved in adventure recreation, not all trips end the same. It is up to the provider to
effectively give a general understanding of what should and could happen during an experience.
When the actual experience varies from what is expected, it could positively or negatively
impact the overall satisfaction of the guest (Baker & Crompton, 2000; Mackay & Crompton,
1988).
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The expectancy theory, introduced by Victor Vroom (1964) shows people engage in
specific settings to realize psychological outcomes or goals that are known, expected and valued.
An expectation must have a value toward a subject for it to serve as a motive and therefore,
motivations are a direct product of expectations. Moving from expectations to motivations, we
will see valuable relationship between the two.
Adventure Recreation Motivations
Although expectations can initiate someone to want to do an activity, these expectations
usually have some sort of underlying motivation. A motive is defined as an internal force that
produces, guides and integrates behavior (Dann, 1981; Iso-Ahola, 1980). A motivation needs an
expectation, or goal for it to occur(Hsu, Cai, & Li, 2010). Looking back at the Expectancy
Theory (Vroom, 1964), motivations are the need to pursue the aforementioned goals, and are a
product of valence and expectation (Hsu et al., 2010; Wong, Cheung, & Wan, 2013).
As the recreation industry builds, so does the knowledge around why people recreate.
“Motivations contain results of situation-person interactions. They are a collective term for
processes and effects with common parameters: in a particular situation, a person chooses a
certain behavior for its expected results” (Gnoth, 1997, p. 288). While there are many ways to
intrigue someone’s expectations, motivations are the reason that an individual actively picks one
activity over another. Adventure recreation is a concept that embodies activities that some may
call a death sentence like skydiving or zip lining for example. Adventure recreation can also be
something that you do on a Sunday afternoon, such as skiing or hiking. No matter why someone
recreates, people participate in outdoor recreation because it provides social, physiological, and
psychological benefits (Manfredo, Driver, & Tarrant , 1996; Manning, 1999). These three pieces
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are components of motivations and when combined, can determine why someone will choose to
go skydiving over skiing.
Although there are quite a few major reasons to study these motivations, Dann (1977)
describes two different categories or factors of motivation. The first factor that he describes is the
push factor, which includes personal internal reasons such as escape or nostalgia. Klenosky
(2002) describes these push factors as “wants and needs of the traveler” (p. 385). Conversely, the
other factor of motivations is the pull factor, which includes the outer influences that attract the
visitor such as sunshine, the sea, or marketing (Yoon & Uysal, 2005). The knowledge of the
separation of these two factors is important to note, as it exemplifies how to reach consumers in
various ways (Kim, Oh, & Jogaratnam, 2007).
At the OEC, a number of push and pull factors have been examined to market different
programs. Being that the OEC is in the WVU Research Forest, it is surrounded by nature and is
rather quiet due to the location being about thirty minutes from downtown Morgantown and
twenty minutes from the nearest town of Bruceton Mills, WV. There has also been a large pull
from the Adventure WV community to get “miles away from every day” (Adventure West
Virginia, 2016).
Push factors of the OEC have not been explored as much due to the lack of previous
survey information pertaining to the topic. Research previously gathered from undergraduate
recreation majors from a different university has given insights into what can push people into
recreational experiences at a university as noted by Todd, Anderson, Young, and Anderson
(2002):
First, fun is the number one motive and needs to be heavily emphasized when planning
and implementing programs. Second, these results reveal that there are more ingredients
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to challenge than simply risk-taking. Feelings of achievement, novelty, fitness,
excitement and stimulation, and skill development are also highly related to the theme of
personal challenge. Structuring and facilitating adventure activities that produce these
outcomes would tend to satisfy participants to the greatest degree. Third, comparisons
with others should be avoided when conducting such programs, but emphasis on personal
growth and development would be appropriate based on this ranking of motives (2002, p.
132)
While there are plenty of motivations that push and pull a participant into adventure
recreation activities, some motivations change according to specific demographics. Studies like
Sugarman (2001) used the Recreation Experience Preference (REP) Inventory developed by
Driver (Driver, 1977; 1983) to measure these motivations in groups like retirees. Driver’s REP
inventory identifies several motivations toward recreating. A survey using the REP can classify
participants by asking queries according to anticipated results of recreational experiences. For
example, Sugarman (2001) used the REP Inventory to examine motivations across retirement
status, level of skill development, age and gender, finding that gender is an indicator for the
categories of nature, physical fitness, learning and social security. The categories of taking risk,
nature, learning, and physical escape are also found to be significantly different between levels
of experience.
Within the REP inventory there are 21 overarching categories such as nostalgia, physical
fitness and enjoy nature. These categories are then divided into subcategories like exercisephysical fitness which then consists of a multitude of statements like “to get exercise” and “to
tone up my muscles” (Driver, 1983, p. 6).
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According to Dann (1977), a key motivation for travel is the push to get away from
anomie. Rose (1966) defines anomie as a society in dystopia. A society with anomie present has
“a breakdown of social standards governing behavior and signifies little social cohesion” (p. 30).
This concept of anomie is considered a push factor; although reasons for anomie are coming
from outside sources, anomie itself, is what is causing the subject to travel. In previous literature,
anomie has only been used to describe society, but as the article states, it can also be used to
describe a displeasing lifestyle. It is also important to note that Dann (1977)found anomie in
subjects with various lifestyles, including people residing in cities or in rural settings.
Combining literature from this section, tourists rarely travel for simple reasons
(Hvengard, 2002; Luo & Deng, 2007). While most studies have developed measurement scales
by drawing upon findings from the literature, some (Holden & Sparrowhawk, 2002; Hvengard,
2002; Luo & Deng, 2007) recommended statements measuring motivations be better derived
directly from participants via. a qualitative study. Manfredo, Driver, and Tarrant (1996) then
suggest including items of high importance and variability in the final instrument.
With this in mind, motivation is of high importance when deciding how to manage a
recreational resource. Yoon and Uysal state that marketing destinations needs to be driven by
previous research on a tourist motivation analysis and how this relates to satisfaction and loyalty
(2005). Crompton and Mckay (1997) exemplify the need to understand motivations because
customers are investing in their expectations to benefit in satisfying a need. While motivations
toward an activity can direct interest toward a behavior, it is also important to understand the
adventure tourists’ satisfaction, because it is central concept of understanding tourism behavior
(Ross & Iso-Ahola, 1991).
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Satisfaction
Satisfaction is defined by Tse and Wilton (1988) as “an evaluation of the perceived
discrepancy between prior expectations and the actual performance of the product” (p. 204). As
previously stated, Oliver (1980) argues satisfaction will be positively affected when expectations
are met. Crandall (1980) also states that most of human behavior is directed by goals, needs or
satisfaction.
Lewis and Booms (1983) indicate service quality is a measure of how well the service
level delivered matches the customer expectations. In the adventure recreation field, service
quality was measured by the satisfaction with the recreational activity (Manning, 1986). Previous
studies (Crompton, MacKay, & Fesenmaier, 1991; Mackay & Crompton, 1988) have shown if
the experience meets the expectations, the experience will be satisfactory. If an experience
exceeds those expectations, the participant will be highly satisfied. Conversely, if the experience
is inferior to those expectations, the guest will be highly unsatisfied. Higher quality of
performance and levels of satisfaction are perceived to result in increased loyalty and future
visitation, greater tolerance of price increases, and an enhanced reputation (Baker & Crompton,
2000).
Working on the front lines in the adventure tourism industry gives an employee a direct
influence into the guest’s overall satisfaction. The satisfaction profit chain (Frennea, Mittal, and
Westbrook, 2014) shows organizational inputs such as investments in front-line employees, have
a direct positive correlation to overall satisfaction, and subsequently the decision variables that
are made by the customer. Although service quality is seen directly through the front-line
employees, this customer service trickles down from the top managers (Ellis & Rossman, 2008).
Ellis and Rossman (2008) noted that it is difficult to gauge the understanding and skills of
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seasonal employees and evaluate their need for training due to their minimal employment
periods. A direct effect of this is sometimes lack of proper training.
In a study conducted by Tsuar, Lin, and Cheng (2015), perception of challenge along
with flow experience in an adventure recreation activity were directly correlated to the overall
satisfaction. Ellis and Rossman (2008) exemplify how important the first impression and
satisfaction of a destination can be. According to Williams and Soutar (2009), another factor that
can greatly effect experience satisfaction is value.
Lee, Grafe, and Burns (2007) show an abundance of studies (Boulding, Lakra, Staelin, &
Zeithaml, 1993; Oliver R. L., 1997; Ostrowski, O'Brien, & Gordon, 1993; Ziethaml, Berry, &
Parasuraman, 1996) that link satisfaction, service quality, and loyalty with a significantly
positive relationship. Findings of Williams and Soutar (2009) show satisfied visitors can have a
large impact on future business by creating word-of-mouth and repeated visitation. It determines
if the customer will come back and/or tell people about the destination or if they will go
somewhere else and tell people not to go there.
As a site with a diverse selection of activities, the OEC can facilitate many different types
of programs and groups. With the growing site, more visitors will be able to participate than ever
before. In attempting to sustain high customer satisfaction, the OEC staff wants to ensure that
every part of the experience is valuable to the customer. In matching these various perceptions to
their expected experience, we hope to create a loyal customer that creates word-of-mouth and
return visitation. A more detailed description of loyalty follows.
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Loyalty
Andreassen and Lindestad (1998) define loyalty as “an intended behavior related to the
service or the provider” (p. 84). Gronholdt, Martensen, and Kristensen (2000) conducted surveys
across several industries based on variables leading to customer satisfaction, finding a positive
correlation between overall satisfaction and loyalty to the respective business. This positive link
between satisfaction and loyalty was also supported by De Ruyter, Wetzels, Lemmink, and
Mattson (1997) who found that a good customer satisfaction can lead into a long-term
relationship with the customer.
Loyalty, described by Oliver (1999), envelops three distinct variations that include
Attitude, Intention, and Actual loyalty. These can be looked at further as affective, cognitive and
behavioral stages, respectively. These stages show that loyalty is a multifaceted system (Lee et
al., 2007). In conjunction with these findings, Frennea et al. (2014) indicate that portions of the
satisfaction profit chain such as a wholistic understanding of satisfaction, inputs from the
company and employees, and meaningful value help to formulate the loyalty component as well
as other decisions made by the customer.
Hallowell’s (1996) findings revealed a strong relationship for satisfactions, leading to
loyalty, which in turn, leads to profitability. Findings of Olivia et al. (1992) show even a small
increase of customer satisfaction can significantly increase profitability. Coyne (1989) revealed
the “twin threshold framework” which shows, once the satisfaction reaches these threshold
points on the high/low scale, the rate of loyalty is exponential in the corresponding direction.
Hallowell’s (1996) study found skipping loyalty leads to lower overall profitability than
including it in a profitability equation.
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Loyalty to a specific product is like shopping through the grocery store, always buying
the same items. Bowen and Chen (2001) state “loyal customers indeed provide more repeat
business and were less likely to shop around for the best deals than non-loyal customers” (p.
215). Being loyal to a destination, visiting a place repeatedly and telling others about it, is not
quite as simple. Lee et al. (2007) support this argument by stating “unlike brand loyalty,
destination loyalty displays more complexity and variability” (p. 477).
In terms of the OEC, many group organizers do decide to return year after year. Whether
they bring the same participants more than once is usually not recorded internally, however,
some groups do choose to have on-going teambuilding throughout a semester, year, or major
program completion. Some university programs participate in the challenge course elements year
after year for orientation and group development. Group organizers who frequent the canopy tour
appear to be interested in enjoying the outdoors or trying new things. With a continued
relationship between these groups and the OEC, we would like to determine the largest
contributions to the continued programming.
Previous Study findings
From the literature reviewed above, there are some significant findings. Expectations
significantly predict motivations when visiting a tourist destination (Hsu et al., 2010; Lee, Jeon,
& Kim, 2011). Pre-exposure variables such as expectations and motivations can signify levels of
satisfaction (Langgat, Marzuki, Fabeil, & Dahnil, 2012; Oliver, 1980; Wong et al., 2013). There
is a significant positive correlation from motivation to satisfaction (Crompton & Mckay,1997;
Dann, 1981; Ross & Iso-Ahola, 1991; Wong et al., 2013). Itemized expectations and motivations
can significantly indicate their corresponding satisfactions respectively (Langgat, Marzuki,
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Fabeil, & Dahnil, 2012). Satisfaction significantly indicates loyalty (Andreassen & Lindestead,
1998; Gronholdt et al., 2000; Lee et al., 2011; Oliver, 1999; Yoon & Uysal, 2005).
Based on the literature review and its findings above, the following 10 hypotheses were
proposed:
Hypothesis 1: The higher expectations participants have, the more motivated they will be.
Hypothesis 2: Participants with a higher level of expectation will be more satisfied with their
activities at the OEC.
Hypothesis 3: Participants with a higher level of expectation will be more satisfied with OEC
staff/facilitators.
Hypothesis 4: Participants with a higher level of motivation will be more satisfied with their
activities at the OEC.
Hypothesis 5: Participants with a higher level of motivation will be more satisfied with OEC
staff/facilitators.
Hypothesis 6: A higher level of expectation will lead to a higher level of overall satisfaction.
Hypothesis 7: A higher level of motivation will lead to a higher level of overall satisfaction.
Hypothesis 8: Satisfaction with activities will significantly contribute to overall satisfaction.
Hypothesis 9: Satisfaction with staff/facilitators will significantly contribute to overall
satisfaction.
Hypothesis 10: Participants who are more satisfied overall will be more loyal to the OEC.
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CHAPTER 3: METHODS
This chapter consists of four subsections. The fist subsection presents methods and
procedures for data collection, followed by the second subsection dealing with questionnaire
design and measures on expectation, motivation, satisfaction, and loyalty. The third and fourth
subsections focuses on sampling procedures and data analysis respectively.
Data Collection
Pre-survey
In late April of 2016, a four-question online pre-survey was distributed to spring season
participants of both the challenge course and the zip line canopy tour through the online survey
platform - Qualtrics provided by WVU. The main purpose of the pre-survey was to qualitatively
derive items to measure expectations and motivations to be used for actual survey of participants
at the OEC. This qualitative approach of obtaining measure items from pre-survey of
participants, instead of directly drawing upon findings from the literature follows suggestions by
Holden and Sparrowhawk (2002) and Luo and Deng (2007) (for advantages of using this
approach, please refer to their papers).
Questions from this survey include activities previously participated in at the OEC; “what
are the top five motives for your participation at the WVU Outdoor Education Center?”; and
“what were your top five expectations when coming to the WVU Outdoor Education Center?”
Participants were also asked to provide their contact information so that their names could be
entered into a drawing of two free canopy tour spots on the updated canopy tour experience.
Survey
Once the data was compiled from the pre-survey, the information obtained on expectation
and motivation was then inserted in the actual survey questionnaire which was approved by the
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WVU IRB (Institutional Review Board). This five-part survey consisted of previous knowledge
of the OEC, expectations of participation, motivations of participation, attribute-level
satisfaction, satisfaction of the overall experience and return visitation, along with general
demographics and trip information.
Upon finishing an OEC program, email addresses were gathered from participants 18 and
older by managers and facilitators of programs at the OEC. A blanket statement which involved
the theme “helping graduate student surveys and helping data collection to better suit the needs
of future participants” was used by either the lead program facilitator or the manager on duty for
the day. These specific individuals were utilized because they are the leaders of their respective
activities.
A survey invite from Qualtrics was also automatically sent to the group contact through
the email provided for logistical contact. Qualtrics was used for this survey, as it is supported by
WVU and transfers into SPSS. This allowed for at least one person from each group to have a
chance to respond to the survey. All groups opted for at least one additional person to receive an
email invite. An email with the online survey link was sent to those participants with email
addresses one week after. An incentive of winning two canopy tour spots or a $25 gift card was
mentioned in the email.
Following Dillman’s Total Design Methods (2000) for mailed-questionnaire survey, a
follow-up reminder email was sent to those who did not complete the survey. Another follow-up
email was sent to who have not completed the survey within three weeks. Finally, a thank-you
email was sent to all participants that completed the survey within four weeks.
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Questionnaire Design and Measures
A questionnaire consisting of five sections including Previous Knowledge, Expectations,
Motivations, Satisfactions and Loyalty, and Demographics was designed based on the literature,
inputs from this thesis research committee members, and results on motivation and expectation
from the pre-survey.
Section 1 – Previous Knowledge looked at how familiar the participant is with the OEC.
Questions asked include “Before scheduling your program, have you heard of the WVU OEC?”
and how?” There were also true and false statements which asked how much participants agree
on a 5-point Likert Scale.
Section 2 of the survey consists of 30 items measuring participants’ expectations obtained
from the pre-survey. Example items include Making memories, Having fun, Having a nice event
and Having an Adventure. Participants were asked to indicate the extent to which they agree or
disagree with each statement on a 5-point Likert scale ranging from 1 = Strongly Disagree to 5 =
Strongly Agree. Some of the keywords from the pre-survey include: zip lining, fun, safe, learn,
activity, experience, people and bucket list.
Section 3 of the questionnaire has 38 statements measuring participants’ motivations. As
with measures on expectations, these items were obtained from the pre-survey. Example items
include To have Fun, To enjoy the company of people who came with me, To Build
Relationships and To be Challenged. Participants were asked “Listed below are motivations of
adventure recreation programming. Please indicate how much these categories motivated you to
participate today by choosing your response." This was done on a 5-point scale ranging from 1 =
Not at all to 5 = A Great Deal. Some of the keywords from the pre-survey include: fun, family,
activity, nature, outdoors, adventure and WVU.
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The first portion of Section 4 involved one item of overall satisfaction and 30 items that
measure participants’ attribute-level satisfaction with every aspect of their participation,
including setting, signage, activities, staff/facilitators, programming, etc. Participants were asked
to indicate how much you agree or disagree with each statement by responding to a 5-point
Likert scale (1 = Strongly Disagree, 5 = Strongly Agree) on phrases about satisfactions with
various parts of their experience. These phrases were derived from general questionnaires and
interests of the research committee.
The latter portion of Section 4 measures participants’ loyalty to the OEC. Specifically,
participants were asked to indicate their intentions to revisit and recommend to others. To keep
consistency in the survey, a 5-point Likert scale ranging from 1 = Strongly Disagree to 5 =
Strongly Agree was used. The phrases in this section were based upon questions from Lee et al.’s
(2007) research on destination loyalty.
Finally, Section 5 gathered information on participants’ socio-demographics and trip
information, including gender, age, education, group organizer status, group status, group
affiliation, group size, and residency. An open comment section for the OEC and this study was
also included. In addition, participants were asked to provide their contact information for the
aforementioned incentive purpose.
Sampling Procedure
The sampling was done by convenience by asking all willing participants to complete the
study. A survey invite was automatically sent to the group contact through the email provided for
billing. This allowed for at least one person from each group to have a chance to respond to the
survey. All groups opted for at least one additional non group contact person to receive an email
invite.
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Data Analysis
The data was then analyzed in five steps. First, pre-survey and main survey data were
compiled using Qualtrics provided by WVU. The data from Qualtrics was then transferred to
SPSS for further analysis of descriptive statistics. Second, factor analysis with varimax rotation
was conducted on the expectation, motivation, satisfaction and loyalty measures. Third, t-tests
and ANOVA tests were conducted to compare the similarities and differences between the four
groups. The groups being tested were return and first time visitors, male and female, program
contact and participant, and activity choice between canopy tour, challenge course, or both in the
same day. Finally, Structural equation modelling (SEM) using AMOS 24.0 was conducted to test
the interrelationship between expectation, motivation, satisfaction, and loyalty.
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CHAPTER 4: RESULTS
The first portion of this chapter includes the results of the qualitative pre-survey. The rest
of this section concerns the main survey resulting from that. First comes the frequency of
demographic data found in the main survey. Following the demographics, descriptive statistics of
individual expectation, motivation, satisfaction, and loyalty are shown. After this we performed a
factor analysis on expectations, motivations, satisfactions and loyalty along with their KMO and
Bartlett's Test of Sphericity and Initial Eigenvalues. The next steps of this analysis were to find
the differences between user groups using independent sample t-tests, and later activities
participated in by use of ANOVA and LSD Post Hoc Analysis. After the mean comparison
testing, a structural equation model (SEM) was developed to show the relationship between the
important constructs within the study.
Pre-Survey
Out of 17 respondents in table 1 below, 14 (82.4%) went on the canopy tour, two (11.8%)
went on the challenge course, and one (5.9%) did both activities.
Table 1: Pre-Survey Activity Participation
Activity

Frequency
Valid Percent*
14
82.4%
Zip Line Canopy Tour
2
11.8%
Challenge Course Programming
1
5.9%
Both
Total
17
100.0%
* The valid percent values were used to exclude cases with missing data.
From the responses in these two questions, sections 2 & 3 of the primary survey were
developed by comparing general responses to Driver’s (1977; 1983) study. In table 2 below, each
expectation response was separated and the exact responses have been shown verbatim.

Expectation, Motivation, Satisfaction and Loyalty
Table 2: Pre-Survey Expectations
Response
1
2
3
4

5
6
7
8
9
10
11
12
13
14
15
16
17

What were your top five expectations when coming to the WVU Outdoor
Education Center?
Education, recreation, sport, field trip, first time zipper for many of our
students
Learning, adventure, new experience, fun, memories
Team building, self-esteem building, pushing limits, thinking skills,
getting to know each other
Have fun; try something new; deepen my relationships with participants;
participate in meaningful reflections; see the young participants change
and grow
To have fun, go fast, hang out, live life, come out alive
Fun, checkoff bucket list, good learning opportunity, fun... And more fun
Fun zip lining, feeling the wind in my hair
Have fun, be exciting and an adventure, meet cool people, learn about zip
lining, have a good birthday
Learn how zip lining works. Nice views. Professionalism. Friendly
service. Punctuality.
Safe, a good experience, something different, a small group, to learn
something
Fun activity, safe activity, enjoyable outdoor activity
Fun, to be outside, learn safety, learn how to stop, learn to trust tour
leaders
Fun, excitement, adrenaline, scenic beauty
Learn about trees & stuff, vertigo, screaming, get some zip lining
experience, a fifth thing
Enjoying the outdoors, adventure, something new, learning a bit about
what WVU outdoor ed. has, fun!!!!
Safe, controlled environment, no pressure
Will I make it through the course, not falling, having fun, meeting new
people, learning about the WVU outdoors
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In table 3 below, again, each motivation response was separated and the exact responses
are shown verbatim.
Table 3: Pre-Survey Motivations
Response
1
2
3
4
5
6
7
8
9
10
11
12
13
14

15
16
17

What are the top five motives for your participation at the WVU Outdoor
Education Center
Physics behind the zip line, recreational, educational, cost, safety
Activities, proximity to home, staff, kid friendly
Team building, self-esteem building, pushing limits, thinking skills, getting
to know each other
Help a group of young people build relationships, strengthen teamwork,
promote self-discovery and push their boundaries
Fun, outdoor, entertainment, cool air, enjoy nature
Adventure, birthday surprise, love outdoors, fun close to Morgantown,
good company
Enjoy fun, like trees, like the wind in my hair, corny jokes
Fun, close to home, price, local business
Adventure, nature, nice weather, sight-seeing, outdoor activity.
Fun, adventure, being outdoors, seeing nature, location (near where we
were staying)
Fun activity, new activity for us, fit in with our vacation schedule,
something we always wanted to do
As a social for the food science club
Fun, learning, supporting university activity, being outdoors
Fun date with husband, see if I’m still afraid of heights, feel wind in my
face, life is depressing and we needed adventure, better than sitting on the
couch
Good family activity during family weekend. Now that we have
experienced it we would do it again.
Beautiful day, fun family outing, something we've not done before, close to
WVU and outside
Challenge, WVU family weekend, thrill, education, facing fear
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From these responses, 30 expectation items were derived as well as 38 motivation items.
Expectation and motivation items are shown in Tables 4 and 5 below, respectively.
Table 4: Expectation Items Derived from Qualitative Survey
Making memories

Gaining knowledge

Having fun

Experiencing mental growth

Having a nice event

Experiencing an adrenaline rush

Having an adventure

Experiencing change

Enjoying new activities

Having a controlled environment

Exciting experience

Experiencing physical growth

Gaining a new experience

Having small groups

Experiencing friendly service

To create meaning

Enjoying the outdoors

Meeting new people

Experiencing exciting activities

Experiencing punctuality

Participating in safe activities

Learning about WVU

Recreation

Learning about the forest

Seeing scenic beauty

Learning about the zip line

Deepening relationship

Having large groups

Experiencing professionalism

Feeling pressure
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Table 5: Motivation Items Derived from Qualitative Survey
To have fun

To enjoy the smells and sounds of nature

To enjoy the company of people who came
with me

To be educated

To build relationships

To recreate

To be challenged

To enjoy nice weather

To be outdoors

To lead team development

To be adventurous

To enhance self-esteem

To experience something new

To be safe

To develop teamwork

To do an affordable activity

To be social

To face fear

To push yourself

To go sightseeing

To explore

To do something in my free time

To learn

To support local business

To be thrilled

To be with family

To enjoy scenic view

Close to home

To be entertained

To check it off my bucket list

To be out of my comfort zone

To recall past satisfactions

To experience self-discovery

To avoid everyday life

To be close to nature

Something to do on vacation

To support WVU activity

To go somewhere kid friendly

Main Survey
Response rate
With a total population of 2976 participants, a convenience sample of 465 participants
received emails regarding the survey. Out of this sample, a total of 189 (40.6%) completed the
survey to its entirety.
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Description of Demographics
Table 6 presents the summary of participants’ socio-demographic characteristics. As
shown, out of 189 survey participants 114 (61.3%) were female, whereas the remaining 72
(38.7%) were male. Most responded as being between the ages of 18-24 (41.2%), however, the
25-34, 35-44, and 45-54, collectively had more response (49.7%). Forty-three participants
(23.0%) had some college education, while 79 (42.2%) had a four-year college degree.
Table 6: Demographics and Group Status
Frequency

Valid Percent*

Male

72

38.7

Female

114

61.3

18-24

77

41.2

25-34

33

17.6

35-44

31

16.6

45-54

29

15.5

55-64

14

7.5

65-74

3

1.6

75-84

0

0

>85

0

0

Less than High school

2

1.1

High school graduate

12

6.4

Some college

43

23.0

2-year degree

5

2.7

4-year degree

79

42.2

Professional degree

30

16.0

Gender

Age

Education

16
8.6
Doctorate
* The valid percent values were used to exclude cases where there is missing data.
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Trip characteristics
Table 7 presents the summary of participants’ trip characteristics. School groups made up
62.7% of all responses and friend groups made up 22.6%. On the other end of the spectrum, only
one respondent indicated that he/she came as an individual. Out of all responses, 120 (65.9%)
were WVU students and 29 (15.9%) were from the general public. Out of these groups, 41.2%
indicated that their group consisted of 10 or less people and 35.8% said they came with 11-30
people. From the 189 survey participants, 61 (32.8%) indicated they were the group organizer
and 100 (52.9%) indicated they were return visitors.
Table 7: Trip Characteristics
Frequency

Valid Percent*

Individual

1

0.6

Couple

16

9.0

Friend group

40

22.6

School group

111

62.7

9

5.1

WVU student

120

65.9

WVU staff

14

7.7

WVU faculty

9

4.9

Non-profit

10

5.5

General public

29

15.9

Less than 10

77

41.2

11-30

67

35.8

31-50

19

10.2

More than 50

24

12.8

Yes

61

32.8

No

125

67.2

Group Information

Club
Group Affiliation

Group Number

Group Organizer
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Table 7: Trip Characteristics (continued)
Frequency

Valid Percent*

100

52.9

Return Visitor
Yes

89
47.1
No
* The valid percent values were used to exclude cases where there are missing data.
Expectation Item Means
From the original 189 survey participants, all were included for the remaining analyses.
Looking back to the 30 expectations that were identified in the pre-survey, the top and bottom
five responses are shown in Table 8 below. The top expectations were “Making memories” (M =
4.69) and “Having fun” (M = 4.68). The lowest expectations described in this study were
“Feeling Pressure” (M = 3.02) and “Having large groups” (M = 3.19).
Table 8: Maximum and Minimum Expectations Organized by Mean

Making memories

SD

Percent of respondents
MD
N
MA

SA

Mean

SD

0.0

0.5

72.0

4.69

0.54

2.2

25.3

Having fun
0.0
0.0
1.6
29.2
69.2
4.68
0.50
Having a nice event
0.5
0.0
1.6
33.9
64.0
4.61
0.58
Having an adventure
1.1
1.1
3.2
28.5
66.1
4.58
0.71
Enjoying new activities 1.1
0.5
5.4
28.5
64.5
4.55
0.72
Learning about WVU
7.0
10.2
23.7
35.5
23.7
3.59
1.16
Learning about the
8.1
10.3
25.4
29.7
26.5
3.56
1.22
forest
Learning about the zip
14.1
6.0
21.7
26.1
32.1
3.56
1.37
line
Having large groups
11.8 15.1
32.8
22.6
17.7
3.19
1.24
Feeling pressure
16.7 17.7
29.0
20.4
16.1
3.02
1.31
Note: Items are measured using a 5-point scale (1 = strongly disagree (SD), 2 = mildly disagree
(MD), 3 =neutral (N), 4 = mildly agree (MA), 5 = strongly agree (SA)).
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Motivation Item Means
From the 38 motivations that were identified in the pre-survey, the top and bottom five
responses are shown in Table 9 below. The top motivations were “To have fun” (M = 4.48) and
“To enjoy the company of people who came with me” (M = 4.41). The lowest motivations
described in this study were “To go somewhere kid friendly” (M = 2.36) and “Something to do
on vacation” (M = 2.53).
Table 9: Maximum and Minimum Motivations Organized by Mean
NA
1.6

Percent of Respondents
Li
Mo
AL
2.2
6.5
25.8

GD
64.0

Mean
4.48

SD
0.84

To have fun
To enjoy the company
of people who came
2.7
1.6
7.6
28.1
60.0
4.41
0.91
with me
To build relationships
2.7
3.8
9.7
31.4
52.4
4.27
0.97
To be challenged
3.8
3.8
13.4
26.9
52.2
4.20
1.05
To be outdoors
3.8
3.8
11.4
31.0
50.0
4.20
1.04
To check it off my
34.8 16.6
16.6
13.4
18.7
2.65
1.53
bucket list
To recall past
36.2 12.4
24.3
12.4
14.6
2.57
1.45
satisfactions
To avoid everyday life 38.2 15.6
14.0
17.2
15.1
2.55
1.51
Something to do on
41.4
8.6
21.0
13.4
15.6
2.53
1.51
vacation
To go somewhere kid
46.2 13.0
14.1
12.0
14.7
2.36
1.51
friendly
Note. Items are measured using a 5-point scale (1 = Not at all (NA), 2 = A Little (Li), 3 =A
moderate Amount (Mo), 4 = A lot (AL), 5 = A Great Deal (GD)).
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Activity Information
This section describes activities the respondents participated during their one-day time
period at the OEC. Eighty-eight people participated in the challenge course, the largest number
of all participants, accounting for 47.6% of the total. The canopy tour had 72 survey participants
(38.9%). Only 25 people (13.5%) did both activities during their single day visit.
Satisfaction Item Means
Results of the satisfactions section are shown in Table 10 below. With a mean of 4.92,
the overall satisfaction is a good indicator of what is to come. The setting satisfaction “The
setting was logical for my experience” had the highest response rate (M = 4.84), while “There
was adequate signage for my arrival” had the lowest (M = 4.12). Next comes facility satisfaction
which indicated “I felt safe” to be the top satisfaction (M = 4.86) and “The facility was a key part
of my experience” at the lowest (M = 4.51). Activity satisfaction showed a mean of 4.80 in the
“My activity was overall satisfying” question, and a high mean of 4.50 in “My program was
challenging”. The next area in the satisfaction section was staff satisfaction. This section was
consistently high with the maximum mean being 4.95 under “The staff stayed positive” and the
lowest mean of 4.91 under “The staff gave good instructions.” The final satisfaction area was
that of pre/post logistics. This section looked at setting up the program and paying for it as well.
This area had the lowest items overall including the lowest “billing was easy” (M = 4.06)
Table 10: Satisfaction Organized by Section then Mean
Percent of Respondents Descriptive Statistics
SD MD N MA SA
Mean
SD
Items
Overall Satisfaction
I enjoyed my visit to the Outdoor
0.0 0.0 0.0 8.1 91.9
4.92
0.28
Education Center
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Table 10: Satisfaction Organized by Section then Mean (continued)
Percent of Respondents Descriptive Statistics
SD MD N MA SA
Mean
SD
Items
Setting Satisfaction
The setting was logical for my
experience
The Setting of the Outdoor Education
Center was acceptable
The site was well
maintained/managed
The setting was beneficial for my
experience
I was pleased with my first
impression of the area
There was adequate signage for my
arrival

0.0

0.0

1.6 12.6 85.8

4.84

0.41

0.0

0.0

2.2 14.7 83.2

4.81

0.45

0.5

0.0

1.6 14.1 83.7

4.80

0.51

0.0

0.0

2.7 14.7 82.6

4.80

0.47

0.0

1.6

3.2 13.0 82.2

4.76

0.59

4.9

9.7

7.0 24.9 53.5

4.12

1.19

0.0 0.0

0.5 12.9 86.6

4.86

0.36

0.0 0.0

0.0 18.9 81.1

4.81

0.39

0.0 2.2

3.2 15.6 79.0

4.72

0.63

0.0 3.2

2.2 21.1 73.5

4.65

0.68

0.0 1.6 11.4 21.6 65.4

4.51

0.76

0.0 0.0

2.2 15.7 82.2

4.80

0.45

0.0 0.0

2.7 14.7 82.6

4.80

0.47

0.0 0.0 2.7 18.5 78.8
0.0 0.5 15.8 16.3 67.4
0.0 3.2 5.4 29.2 62.2

4.76
4.51
4.50

0.49
0.78
0.75

Facility Satisfaction
I felt safe at the facility
I was comfortable during my time at
the OEC
The facility was operational
I am satisfied with my access to basic
needs
The facility was a key part of my
experience
Activity Satisfaction
My activity was overall satisfying
My needs were met during the
program
I was prepared during my program
My program was worth the cost
My program was challenging
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Table 10: Satisfaction Organized by Section then Mean (continued)
Percent of Respondents Descriptive Statistics
SD MD N MA SA
Mean
SD
Items
Staff Satisfaction
The staff stayed positive
The staff was attentive
The staff was helpful
My facilitators were a satisfying part
of my experience
The staff was appropriate
The staff was knowledgeable
The staff gave good instructions

0.0 0.0
0.0 0.0
0.0 0.0

0.0 5.4 94.6
0.0 6.5 93.5
0.0 7.0 93.0

4.95
4.94
4.93

0.23
0.25
0.26

0.0 0.0

0.5 7.0 92.5

4.92

0.29

0.0 0.5
0.0 0.0
0.0 0.0

0.0 6.5 93.0
0.5 7.6 91.8
0.5 8.1 91.4

4.92
4.91
4.91

0.33
0.30
0.31

Pre/Post Satisfaction
During this time, the staff was
0.0 0.0 9.7 9.7 80.5
4.71
0.64
accommodating
0.0 1.1 9.7 13.0 76.2
4.64
0.70
I was prepared for my program.
The management team was easy to
0.0 0.0 14.1 8.7 77.2
4.63
0.72
talk to
The pre/post programming logistics
0.0 2.7 15.3 12.6 69.4
4.49
0.85
were handled well
0.6 2.2 20.4 13.8 63.0
4.36
0.92
Scheduling was adequate
0.6 2.2 38.0 8.9 50.3
4.06
1.01
Billing was easy
Note: Items are measured using a 5-point scale (1 = strongly disagree (SD), 2 = mildly disagree
(MD), 3 =neutral (N), 4 = mildly agree (MA), 5 = strongly agree (SA)).
Loyalty Items Means
At the end of section 4 participants were asked a series of questions pertaining to future
visitation and words of mouth. A 5-point scale ranging from Strongly Disagree to Strongly
Agree was used in Table 11 below. As seen in Table 11 below, The highest mean came from “I
would tell other people positive things about this place” (M = 4.88). “I would visit this place
again” had the lowest mean of 4.72.
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Table 11: Loyalty items organized by mean
Percent of Respondents
SD
Items
I would tell other people positive things about
0.0
this place.

MD

N

0.0

0.0 12.4 87.6

4.88

0.33

0.0

0.5

0.5 15.1 83.8

4.82

0.44

I would recommend this place to my friends.

MA

SA

Descriptive
Statistics
Mean
SD

I would recommend this place to people who
0.0 0.5 1.6 15.7 82.2
4.79
0.48
seek my advice.
0.0 1.1 4.3 16.2 78.4
4.72
0.60
I would visit this place again.
Note: Items are measured using a 5-point scale (1 = strongly disagree (SD), 2 = mildly disagree
(MD), 3 =neutral (N), 4 = mildly agree (MA), 5 = strongly agree (SA)).
Factor Analysis
Once the descriptive statistics were analyzed, a factor analysis was run for expectations,
motivations, satisfactions and loyalty (Table 12-Table 14). Along with these analyses, a KaiserMeyer-Olkin Measure of Sampling Adequacy, Bartlett’s Test of Sphericity, and Standardized
Cronbach’s α were compiled for each analysis, respectively. Initial eigenvalues observed within
each analysis were >1.
Factor Analysis for Expectation Items
During the factor analysis on expectations, four factors emerged in the results with
eigenvalues >1 and Cronbach’s a ranging from .87 to .78. This also resulted in the elimination of
three items due to low factor loading.
With a KMO of .89, the expectations had a high adequacy for the factor analysis and
Bartlett’s Value shows a significance to the null hypothesis with a p-value of <.001. Thirty
expectation items were categorized into four factors, including Factor 1 – Adventure experience,
Factor 2 – Cognitive growth, Factor 3 – Outdoor learning and punctuality, and Factor 4 –
New/nice/safe/memories. Factor 4 enveloped many variable terms that did not constitute a
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simple expression. Looking at the Cronbach’s alpha, the first three factors (a = .87, .82, .86)
have good consistency, while the third (a = .78) is just below, with an acceptable consistency.
The first factor has a total variance explained of 34.00%(M = 4.42, SD = 0.57). The
second factor has a variance of 7.75% (M = 4.10, SD = 0.68). For the third and fourth factor,
total variance is 6.84% (M = 3.89, SD = 0.79), and 4.47% (M = 4.56, SD = 0.49), respectively.
Table 12: Expectation Loadings and Subscales
Factor (Proportion):
Scale name & items

M

SD

Factor 1: Adventure Experience

4.42

0.57

Having an adventure

4.58

Exciting experience

Rotated (varimax) factors
1

2

3

4

0.71

.819

.220

.190

.115

4.54

0.72

.71

.060

.102

.462

Experiencing an adrenaline rush

4.14

0.99

.67

.312

.244

-.001

Having fun

4.68

0.50

.631

.176

.131

.377

Experiencing exciting activities

4.50

0.70

.582

.198

.176

.364

Experiencing physical growth

4.04

1.05

.500

.446

.141

.290

Recreation

4.43

0.79

.472

-.081

.403

.178

Experiencing friendly service

4.51

0.69

.436

.335

.234

.059

Factor 2: Cognitive Growth

4.10

0.68

Experiencing mental growth

4.17

0.89

.130

.720

.009

.166

Experiencing change

4.08

0.95

.300

.693

.139

.074

To create meaning

3.90

1.06

.198

.669

.192

-.003

Gaining knowledge

4.23

0.83

-.014

.665

.369

.234

Deepening relationship

4.32

0.89

.119

.555

-.104

.225

Experiencing professionalism

4.25

0.92

.164

.468

.193

.263

Meeting new people

3.85

1.27

.222

.433

.076

.133
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Table 12: Expectation Loadings and Subscales (continued)
Factor (Proportion):
Scale name & items

M

SD

Factor 3: Outdoor Learning &
Punctuality

3.89

0.79

Learning about the forest

3.56

Learning about the zip Line

Rotated (varimax) factors
1

2

3

4

1.22

.227

.161

.819

.088

3.56

1.37

.236

-.009

.775

.095

Learning about WVU

3.59

1.16

.040

.362

.651

.085

Seeing scenic beauty

4.39

0.86

.547

.134

.603

.067

Enjoying the outdoors

4.50

0.73

.477

.088

.490

.120

Experiencing punctuality

3.60

1.18

.160

.272

.457

.057

Having a controlled environment

4.06

1.05

.166

.380

.400

.180

Factor 4:
New/Safe/Nice/Memories

4.56

0.49

Having a nice event

4.61

0.58

.164

.094

.142

.803

Enjoying new activities

4.55

0.72

.242

.245

-.054

.775

Participating in safe activities

4.46

0.77

.085

.071

.167

.643

Gaining a new experience

4.52

0.75

.141

.467

.092

.549

Making memories

4.69

0.54

.294

.101

.261

.435

Eigenvalues

10.199

2.324

2.053

1.341

% of Variance

33.995

7.746

6.844

4.469

.87
.82
.86
.78
Standardized Cronbach’s a - a
Note: The sequence of the factors is reordered to be more practically meaningful. As such, it
does not make sense to present cumulative variance (53.05%) in the table. KMO = .89, Bartlett’s
Test of Sphericity < .001. Factor loadings < .4 are suppressed.
Factor Analysis for Motivation Items
As for the motivation item factor analysis, six factors emerged in the results with
eigenvalues >1 and Cronbach’s a ranging from .92 to .68. One item was eliminated due to its
low factor loading on any factor.
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With a KMO of .93, the motivations had a high adequacy for the factor analysis and
Bartlett’s Value shows a significance to the null hypothesis with a p-value of <.001. Thirty-eight
motivation items were categorized into six different factors. They are: Factor 1 – Adventure and
Learning, Factor 2 –Nature and Outdoors, Factor 3 – Family and Relaxation, Factor 4 –
Teamwork and Relationship Building, Factor 5 – New Experience, and 6 – Socializing. Per
Cronbach’s alpha, the first three factors (a = .92, .92, .89) show excellent consistency, and the
remaining three (a = .77, .70, .68) acceptable. About 66% of the variance was explained by these
factors.
The first factor explained 39.78% of the total variance (M = 3.80, SD = 0.89). The second
factor has a variance of 9.78% (M = 3.87, SD = 0.94) and for the third factor, total variance is
5.55% (M = 2.81, SD = 1.09). The fourth factor has a variance of 4.23% (M = 3.66, SD = 1.01).
Finally, factor five and factor six explained 3.40% (M = 3.25, SD = 1.17), and 3.25% (M = 4.24,
SD = 0.86), of total variance, respectively.
Table 13: Motivation Loadings and Subscales
Factor (Proportion):
Scale name & items
Factor 1: Adventure and Learning

M

SD

Rotated (varimax) factors
1

2

3

4

5

6

3.80 0.89

To push yourself

4.01 1.12

.788

.201

.129

.161

.182

.080

To be out of my comfort zone

3.81 1.14

.738

.113

.110

.116

.435

-.057

To experience self-discovery

3.78 1.18

.725

.183

.223

.304

.027

.101

To be challenged

4.20 1.05

.715

.207

.045

.118

.029

.298

To learn

3.92 1.11

.658

.119

.255

.377

-.230

.161

To experience something new

4.15 1.12

.639

.141

.125

-.006

.158

.066

To enhance self-esteem

3.55 1.37

.628

.334

.143

.275

.151

-.041

To be educated

3.64 1.24

.602

.146

.291

.362

-.247

.172

To face fear

3.25 1.42

.592

.117

.180

.236

.491

-.085

Expectation, Motivation, Satisfaction and Loyalty

40

Table 13: Motivation Loadings and Subscales (continued)
Factor (Proportion):
Scale name & items

M

SD

Rotated (varimax) factors
1

2

3

4

5

6

To be adventurous

4.16 1.00

.533

.452

.165

.006

.216

.181

To be safe

3.44 1.43

.463

.266

.417

.097

.023

.073

3.70 1.29

.192

.831

.226

.120

-.016

-.067

4.20 1.04

.174

.778

.246

-.010

.106

.077

To enjoy scenic view

3.83 1.24

.295

.763

.295

-.038

.078

.119

To be close to nature

3.75 1.28

.299

.747

.252

.253

.051

.006

To enjoy nice weather

3.58 1.34

.041

.654

.246

.289

.235

.190

To recreate

3.63 1.33

.207

.620

.208

.123

.055

.257

To explore

3.94 1.15

.499

.571

.232

.140

.095

.216

To have fun

4.48 0.84

.372

.546

.028

-.119

.074

.447

To be entertained

3.81 1.16

.130

.512

.222

-.059

.481

.274

Factor 3: Family and Relaxation

2.81 1.09

To be with family

2.83 1.74

.096

.105

.761

-.352

.037

.183

To go somewhere kid friendly

2.36 1.51

.248

.260

.756

.070

.032

-.040

Something to do on vacation

2.53 1.51

.289

.227

.688

-.163

.157

.005

To do an affordable activity

3.39 1.40

.165

.343

.581

.094

.012

.341

To do something in my free time

3.11 1.50

.213

.397

.566

-.028

.350

.159

To go sightseeing

3.14 1.40

.053

.525

.548

.049

.195

.153

To avoid everyday life

2.55 1.51

.117

.262

.530

.244

.247

.026

To recall past satisfactions

2.57 1.45

.160

.399

.482

.369

.136

-.068

To support local business

2.91 1.43

.211

.435

.448

.239

.168

.171

Factor 4: Teamwork and
Relationship Building

3.66 1.01

To develop Teamwork

4.08 1.28

.260

-.077

-.075

.832

.028

.019

To build relationships

4.27 0.97

.118

.126

-.116

.809

.044

.204

To lead team development

3.57 1.50

.343

.109

.042

.785

.044

-.089

Close to home

2.69 1.55

-.066

.217

.330

.400

0.200

.311

Factor 2: Nature and Outdoors
To enjoy the smells and sounds of
nature
To be outdoors

3.87 0.94
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Table 13: Motivation Loadings and Subscales (continued)
Factor (Proportion):
Scale name & items

M

SD

Rotated (varimax) factors
1

2

3

4

5

6

Factor 5: New Experience

3.25 1.17

To check it off my bucket list

2.65 1.53

.235

.125

.311

.132

.657

.137

To be thrilled

3.84 1.15

.461

.462

.157

-.089

.525

.162

Factor 6: Socialize

4.24 0.86
4.41 0.91

.167

.167

.176

.125

.141

.788

4.08 1.08

.433

.257

.037

.449

.042

.477

Eigenvalues

15.116 3.715 2.107 1.607 1.293

1.231

% of Variance

39.779 9.778 5.545 4.228 3.404

3.240

To enjoy the company of people
who came with me
To be social

Standardized Cronbach’s a a
.92
.92
.89
.77
.70
.68
Note. The sequence of the factors is reordered to be more practically meaningful. As such, it
does not make sense to present cumulative variance (65.97%) in the table. KMO = .93, Bartlett’s
Test of Sphericity < .001. Factor loadings < .4 are suppressed.
Factor Analysis for Satisfaction and Loyalty Items
In the factor analysis of the satisfaction and loyalty items seven factors emerged in the
results with eigenvalues >1 and Cronbach’s a ranging from .94 to .55. No items were dropped
from this analysis.
With a KMO of .85, the satisfactions had a high adequacy for the factor analysis and
Bartlett’s Value shows a significance to the null hypothesis with a p-value of <.001. Thirty-four
satisfaction items were categorized into seven categories, namely, Factor 1 – Satisfaction with
sites and facilities, Factor 2 – Satisfaction with setting, Factor 3 – Satisfaction with signage and
impression, Factor 4 – Satisfaction with staff. Factor 5 – Satisfaction with program logistics,
Factor 6 – Satisfaction with activities, and Factor 7 – Loyalty. Looking at the Cronbach’s alpha,
factor 4 (a = .94) has excellent consistency; factors 1, 2, 5, and 7 (a = .83, .80, .84, .89) have
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good consistency; while the sixth factor (a = .79) is just above an acceptable consistency. Factor
3 has a poor consistency with an a equal to .55.
The first factor has a total variance explained of 5.79% (M = 4.73, SD = 0.42). The
second factor has a variance of 4.09% (M = 4.82, SD = 0.37). For the third factor, total variance
is 3.14% (M = 4.44, SD = 0.78), and factor four has a variance of 34.67% (M = 4.92, SD = 0.24).
Factor five and six have variances of 8.45% (M = 4.48, SD = 0.61) and 4.96% (M = 4.68, SD =
0.44). The final factor of satisfaction and loyalty has a variance of 11.04% (M = 4.83, SD =
0.36).
Table 14: Satisfaction and Loyalty Loadings and Subscales
Factor
(Proportion):
Scale name &
items
Factor 1:
Satisfaction with
sites and facilities
The facility was
operational
I am satisfied with
my access to basic
needs
The facility was a
key part of my
experience
I was comfortable
during my time at
the OEC
The site was well
maintained/manag
ed
I felt safe at the
facility

Rotated (varimax) factors
M

SD

4.73

0.42

1

2

3

4

5

6

7

.776

-.003 -.115

.095

.277

-.044

-.038

.740

.305

-.021

.107

.200

.196

.126

.716

-.092

.303

-.005

.176

.209

-.002

.620

.239

.096

.311

.203

.142

.148

.572

.435

.159

.274

-.037

.068

.166

.534

.030

.083

.537

.018

.139

.249
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Table 14: Satisfaction and Loyalty Loadings and Subscales (continued)
Factor
(Proportion):
Scale name &
items
Factor 2:
Satisfaction with
setting
The setting was
beneficial for my
experience
The setting was
logical for my
experience
The Setting of the
Outdoor Education
Center was
acceptable
Factor 3:
Satisfaction with
signage and
impression
There was
adequate signage
for my arrival
I was pleased with
my first
impression of the
area
Factor 4:
Satisfaction with
staff
The staff stayed
positive
My facilitators
were a satisfying
part of my
experience
The staff was
attentive

Rotated (varimax) factors
M

SD

4.82

0.37

4.44

4.92

1

2

3

4

5

6

7

.127

.748

.138

.231

.217

.243

.220

.241

.658

.066

.394

.175

.160

.170

.331

.404

.234

.348

.226

.303

.131

.093

.036

.829

.016

.140

.045

.127

.114

.211

.703

.293

-.024

.135

.263

.127

.099

.003

.912

.041

.097

.080

.108

.171

.128

.882

.039

.102

.083

.113

-.053

.063

.865

.052

.155

.137

0.78

0.24
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Table 14: Satisfaction and Loyalty Loadings and Subscales (continued)
Factor
(Proportion):
Scale name &
items
The staff was
knowledgeable
The staff gave
good instructions
The staff was
appropriate
The staff was
helpful
Factor 5:
Satisfaction with
program logistics
Scheduling was
adequate
The pre/post
programming
logistics were
handled well
I was prepared for
my program.
During this time,
the staff was
accommodating
The management
team was easy to
talk to
Billing was easy
Factor 6:
Satisfaction with
activities
My activity was
overall satisfying
My program was
challenging

Rotated (varimax) factors
M

4.48

4.68

SD

1

2

3

4

5

6

7

.058

.134

.243

.853

.069

.128

.109

.079

.229

-.021

.851

.153

.194

.058

.113

.000

-.085

.845

.154

.139

.079

.075

.203

.022

.826

.097

.070

.084

.024

.020

.153

.001

.752

.212

.166

-.001

.153

.183

.049

.751

.056

.103

.120

.157

.129

.111

.744

.187

.027

.162

.033

-.019

.178

.725

.131

.156

.274

.042

-.050

.126

.710

-.042

.227

.207

.008

-.177

.047

.681

.085

-.025

-.042

.089

.011

.276

.171

.782

.155

.191

-.060

.126

.031

-.006

.748

.249

0.61

0.44
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Table 14: Satisfaction and Loyalty Loadings and Subscales (continued)
Factor
Rotated (varimax) factors
(Proportion):
M
SD
Scale name &
1
2
3
4
5
6
7
items
My needs were
met during the
.071 .169 .200 .253 .151 .705 .248
program
I was prepared
during my
.186 .174 .021 .240 .253 .658 .044
program
My program was
.180 .288 -.153 .128 .223 .549 .223
worth the cost
Factor 7: Loyalty 4.83 0.36
I would
recommend this
.108 .150 .096 .038 .179 .130 .908
place to my
friends.
I would
recommend this
place to people
.112 .174 .111 .126 .162 .135 .881
who seek my
advice.
I would tell other
people positive
.073 .210 -.066 .207 .079 .089 .838
things about this
place.
I would visit this
.017 -.036 .216 .016 .104 .181 .788
place again.
I enjoyed my visit
to the Outdoor
.032 -.027 .076 .211 .094 .237 .706
Education Center
Eigenvalues
1.97 1.39 1.07 11.78 2.87 1.69 3.75
% of variance
5.79 4.09 3.14 34.67 8.45 4.96 11.04
Standardized
.83
.80
.55
.94
.84
.79
.89
Cronbach a’s a
Note. The sequence of the factors is reordered to be more practically meaningful. As such, it
does not make sense to present cumulative variance (72.13%) in the table. KMO = .85, Bartlett’s
Test of Sphericity < .001. Factor loadings < .4 are suppressed.
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Factor Mean Comparisons
Once the factors were established, SPSS was used to compute the means of the factors.
Individual samples t-tests were then used to compare these means amongst various user groups.
The groups were: Return guest or First-Time visitor, Male or Female, and Program Contact or
Regular Participant, respectively. The t-test results are presented in Table 15-17.
Table 15: Return Guests and First Time Guest Factor Mean Comparison
t-test for Equality of Means

Expectations
Adventure Experience
Cognitive Growth
Outdoor Learning and
Punctuality
New Safe Nice
Memories
Motivations
Adventure and
Learning
Nature and Outdoors
Family and Relaxation
Teamwork and
Relationship Building
New Experience
Socialize
Satisfactions
Facility Satisfaction
Setting Satisfaction
Sign Satisfaction
Staff Satisfaction
Logistics Satisfaction
Activity Satisfaction
Loyalty

95% Confidence Interval of the
Sig. (2-tailed)
Difference
Lower
Upper

Mean
Difference

t

0.08
0.11

0.91
1.10

.362
.274

-0.09
-0.09

0.24
0.31

0.12

1.00

.320

-0.12

0.35

0.00

-0.01

.990

-0.15

0.14

0.11

0.85

.399

-0.15

0.37

0.18
0.19

1.28
1.19

.203
.238

-0.10
-0.13

0.46
0.51

0.11

0.71

.477

-0.19

0.40

0.21
-0.05

1.24
-0.38

.218
.703

-0.13
-0.30

0.55
0.20

0.05
0.08
0.10
0.05
0.16
0.01
0.10

0.78
1.38
0.89
1.26
1.72
0.09
1.82

.438
.171
.377
.209
.087
.930
.071

-0.08
-0.03
-0.13
-0.03
-0.02
-0.12
-0.01

0.17
0.19
0.33
0.12
0.34
0.14
0.21
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Table 16: Male and female factor mean comparison
t-test for Equality of Means

Expectations
Adventure Experience
Cognitive Growth
Outdoor Learning and
Punctuality
New Safe Nice
Memories
Motivations
Adventure and
Learning
Nature and Outdoors
Family and Relaxation
Teamwork and
Relationship Building
New Experience
Socialize
Satisfactions
Site Satisfaction
Setting Satisfaction
Sign Satisfaction
Staff Satisfaction
Logistics Satisfaction
Activity Satisfaction
Loyalty

95% Confidence Interval of
Sig. (2-tailed)
the Difference
Lower
Upper

Mean
Difference

t

-0.07
0.03

-0.77
0.31

.443
.756

-0.24
-0.17

0.10
0.24

0.03

0.23

.819

-0.21

0.27

-0.09

-1.14

.257

-0.24

0.06

0.13

0.94

.351

-0.14

0.40

0.16
0.16

1.10
0.98

.275
.327

-0.13
-0.17

0.44
0.49

0.08

0.50

.617

-0.23

0.38

0.14
0.00

0.77
0.00

.444
.999

-0.21
-0.26

0.48
0.26

-0.08
-0.06
-0.06
-0.01
0.03
-0.04
-0.06

-1.22
-1.03
-0.48
-0.22
0.29
-0.64
-1.10

.224
.305
.631
.827
.770
.521
.276

-0.21
-0.17
-0.29
-0.08
-0.16
-0.18
-0.18

0.05
0.05
0.18
0.07
0.22
0.09
0.05
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Table 17: Program contact and non-program contacts factor mean comparison
t-test for Equality of Means

Expectations
Adventure Experience
Cognitive Growth
Outdoor Learning and
Punctuality
New Safe Nice
Memories
Motivations
Adventure and
Learning
Nature and Outdoors
Family and Relaxation
Teamwork and
Relationship Building
New Experience
Socialize
Satisfactions
Facility Satisfaction
Setting Satisfaction
Sign Satisfaction
Staff Satisfaction
Logistics Satisfaction
Activity Satisfaction
Loyalty
*p < .01; **p < .001.

95% Confidence Interval of the
Sig. (2-tailed)
Difference
Lower
Upper

Mean
Difference

t

0.12
0.05

1.33
0.46

.187
.646

-0.06
-0.16

0.30
0.26

0.34*

2.78

.006

0.10

0.59

-0.01

-0.18

.854

-0.17

0.14

0.12

0.86

.390

-0.16

0.40

0.37*
0.46*

2.87
2.97

.005
.003

0.11
0.15

0.62
0.76

-0.27

-1.72

.087

-0.59

0.04

-0.25
0.21

-1.43
1.73

.154
.086

-0.60
-0.03

0.10
0.45

0.18*
0.16*
-0.03
0.09*
0.46**
0.22**
0.19**

3.19
3.40
-0.22
2.89
5.77
3.49
4.14

.002
.001
.829
.004
.000
.001
.000

0.07
0.07
-0.27
0.03
0.30
0.10
0.09

0.29
0.26
0.21
0.14
0.62
0.34
0.26

When looking at expectations, motivations, satisfaction and loyalty, significant
differences were found only when comparing the program contacts and the regular participants.
In the expectation category, one significant difference was seen in the factor of Outdoor
Learning and Punctuality. Switching to the motivation category, the factors of Nature and
Outdoors and Family and Relaxation came out significantly different. Within satisfactions and
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loyalty, all factors but sign satisfaction were significantly different at the .005 level including
loyalty.
Considering a t-test is only valid when comparing two factors, an Analysis of variance
(ANOVA) test was conducted to determine if there were any significant differences in the
participants on the canopy tour, challenge course, or those that did both. A post-hoc Least
Significant Difference (LSD) test was then recorded to find any significant differences between
two categories within the three, i.e. canopy tour and challenge course, or canopy tour and both
activities in the same day. These tests can be seen in the Table 18, below.
Table 18: Which Activity Did You Participate In? - ANOVA Post-Hoc LSD
(I)
Groups
Expectations
Adventure
Experience

Cognitive Growth

Outdoor Learning
and Punctuality

New Safe Nice
Memories

Canopy Tour

Challenge Course
Canopy Tour

Challenge Course
Canopy Tour

Challenge Course
Canopy Tour

Challenge Course

(J)
Groups

Mean
Std.
Difference
Sig.
Error
(I-J)

95% Confidence
Interval
Lower Upper
Bound Bound

Challenge
Course

0.29**

0.09 .002

0.11

0.46

Both
Both
Challenge
Course
Both
Both
Challenge
Course
Both
Both
Challenge
Course
Both
Both

0.05
-0.24
-0.11

0.13 .707
0.13 .065
0.11 .323

-0.21
-0.40
-0.32

0.31
0.02
0.11

-0.15
-0.04
0.78***

0.16 .367
0.16 .812
0.11 .000

-0.46
-0.35
0.55

0.17
0.27
1.00

0.05
-0.72***
0.06

0.17 .749
0.16 .000
0.08 .467

-0.27
-1.04
-0.10

0.38
-0.41
0.22

-0.11
-0.17

0.12 .341
0.11 .138

-0.34
-0.40

0.12
0.06
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Table 18: Which Activity Did You Participate In? - ANOVA Post-Hoc LSD (continued)
(I)
Groups
Motivations
Adventure and
Learning

(J)
Groups

Challenge
Course
Both
Challenge Course
Both
Nature and Outdoors Canopy Tour
Challenge
Course
Both
Family and
Relaxation

Teamwork and
Relationship
Building
New Experience

Socialize

Canopy Tour

Challenge Course
Canopy Tour

Challenge Course
Canopy Tour

Challenge Course
Canopy Tour

Challenge Course
Canopy Tour

Challenge Course
Satisfactions
Site Satisfaction

Canopy Tour

Challenge Course
Setting Satisfaction Canopy Tour

Challenge Course

Mean
Std.
Difference
Sig.
Error
(I-J)

95% Confidence
Interval
Lower Upper
Bound Bound

0.03

0.15 .821

-.025

0.32

0.00
-0.03
0.59***

0.21 .982
0.21 .893
0.15 .000

-0.42
-0.44
0.30

0.42
0.38
0.88

-0.04

0.21 .849

-0.46

0.38

Both
Challenge
Course
Both
Both
Challenge
Course
Both
Both
Challenge
Course
Both
Both
Challenge
Course
Both
Both

-0.63*
0.79***

0.20 .002
0.17 .000

-1.03
0.46

-0.23
1.11

0.16
-0.62*
-0.53**

0.25 .507
0.24 .011
0.16 .001

-0.32
-1.10
-0.84

0.65
-0.15
-0.22

-0.58*
-0.06
0.64**

0.23 .013
0.23 .806
0.18 .001

-1.04
-0.50
0.28

-0.13
0.39
1.00

0.16
-0.48
-0.04

0.27 .557
0.26 .064
0.14 .749

-0.37
-0.99
-0.32

0.68
0.03
0.23

-0.05
0.00

0.20 .809
0.20 .983

-0.45
-0.40

0.35
0.39

Challenge
Course
Both
Both
Challenge
Course
Both
Both

0.21**

0.07 .002

0.07

0.34

0.13
-0.07
0.15*

0.10 .173
0.10 .450
0.06 .010

-0.06
-0.26
0.04

0.33
0.12
0.27

0.21*
0.06

0.09 .014
0.08 .495

0.04
-0.11

0.38
0.22
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Table 18: Which Activity Did You Participate In? - ANOVA Post-Hoc LSD (continued)
(I)
Groups
Sign Satisfaction

Canopy Tour

Challenge Course
Staff Satisfaction

Canopy Tour

(J)
Groups

Mean
Std.
Difference
Sig.
Error
(I-J)

95% Confidence
Interval
Lower Upper
Bound Bound
-0.45
0.04

Challenge
Course
Both
Both

-0.21

0.12 .095

-0.06
0.15

0.18 .752
0.18 .391

-0.41
-0.20

0.30
0.50

Challenge
Course
Both

0.09*

0.04 .023

0.01

0.17

0.08

0.06 .164

-0.03

0.19

-0.01
0.40***

0.05 .840
0.10 .000

-0.12
0.21

0.10
0.58

0.28
-0.11
0.07

0.14 .053
0.14 .417
0.07 .319

0.00
-0.39
-0.07

0.56
0.16
0.21

0.10
0.03
-0.02

0.11 .339
0.10 .777
0.06 .796

-0.11
-0.17
-0.13

0.31
0.23
0.10

-0.03
-0.02

0.08 .719
0.08 .852

-0.20
-0.18

0.14
0.15

Challenge Course
Canopy Tour

Both
Program Logistics
Challenge
Satisfaction
Course
Both
Challenge Course
Both
Activity Satisfaction Canopy Tour
Challenge
Course
Both
Challenge Course
Both
Loyalty
Canopy Tour
Challenge
Course
Both
Challenge Course
Both
*p < .05; **p < .01; ***p < .001.

Table 18 shows expectations were significantly different in the factors of Adventure
Experience and Outdoor Learning and Punctuality. These two means were significantly higher
when the canopy tour was involved in the experience.
While looking at the motivations between activities there were significant differences in
all factors except socializing and Adventure and Learning. Experiences containing the canopy
tour rated the factors of Nature and Outdoors and Family and Relaxation significantly higher
than the challenge course alone. Experiences that provided a challenge course element, were
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motivated by teamwork and relationship building significantly higher than those with just a
canopy tour. In terms of a new experience, canopy tour participants indicated a significantly
higher motivation because of a new experience.
Observing satisfactions, there were significant differences in program logistics, staff,
setting and facility satisfaction. There was not a significant difference in the signage, activity and
loyalty. Canopy tour participants rated their program logistics and setting satisfactions
significantly higher than participants that had any sort of challenge course experience.
Participants that participated in just the canopy tour rated the facility and staff satisfaction
significantly higher than those who had just the challenge course experience.
Structural Equation Model
Ideally, all the latent variables (four for expectations, six for motivations, seven for
satisfaction and loyalty) can be included in the SEM. However, this attempt was not successful
because the model would be too complex to be analyzed by the software. To make a
compromise, one expectation (e.g., adventure experience), one motivation variable (e.g.,
adventure and learning), two attribute satisfaction variables (e.g., satisfaction with activities and
satisfaction with staff) are analyzed along with the overall satisfaction and loyalty variables.
Figure 3 presents the results. The p value of greater than .05 is an index to indicate the
acceptance of a model. However, the p value is very likely to be less than .05 because χ2 value is
sensitive to sample size and model complexity, resulting in the rejection of a well-fitting model
(Anderson & Gerbing, 1988). Alternatively, the ratio of χ2 value over the degree of freedom as
high as 5 is acceptable (Wheaton, Muthen, Alwin, & Summers, 1977) is recommended as a
practical index to assess model fit.
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Other assessment indices include RMSEA (Root Mean Square Error of Approximation),
CFI (Comparative Fit Index), IFI (Incremental Fit Index), NFI (Normed-Fit Index), and TLI
(Tucker–Lewis Index). A RMSEA in the range of .05 to .10 indicates a fair fit and above .10 a
poor fit (MacCallum, Browne, & Sugawara, 1996), the cut-off criterion for each CFI, IFI, NFI,
and TLI is .90. However, .95 is also recommended as the threshold for better fit (Hooper,
Coughlan, & Mullen, 2008).
As shown, the p value for the model is less than .05, as reported in many other studies
(e.g., Chen & Tsai, 2007; Chi & Qu, 2008; Deng et al., 2010; Hsu et al., 2010; Huang & Hsu,
2009). However, other indices perform well with the ratios between χ2 value over the degree of
freedom being 2.1 < 5.0, RMSEA .08 < .10.
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Figure 3: Structural Equation Model (SEM)
In addition, the statistics for other indices are close or beyond .90 (CFI =.92, IFI = 92,
NFI = .86, and TCL = .90). These findings indicate the data, after removing several measurement
items, fits the model well.
The model shows that expectation significantly and positively correlates with motivation (p <
.001). Thus, hypothesis 1: The higher expectations participants have, the more motivated they
will be is supported. In addition, both satisfaction with activities (p < .001) and satisfaction with
staff (p < .01) are significantly and positively related to overall satisfaction, which, in turn,
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significantly and positively predicts loyalty (p < .001), supporting hypothesis 8: Satisfaction with
activities will significantly contribute to overall satisfaction, hypothesis 9: Satisfaction with
staff/facilitators will significantly contribute to overall satisfaction, and hypothesis 10:
Participants who are more satisfied overall will be more loyal to the OEC. In addition,
motivation significantly and positively correlates with overall satisfaction, suggesting hypothesis
7: A higher level of motivation will lead to a higher level of overall satisfaction is also supported.
However, neither expectation nor motivation significantly contributes to the two attribute
satisfaction, though the relationship is positive. Thus, the following four hypotheses are not
supported:
Hypothesis 2: Participants with a higher level of expectation will be more satisfied with
their activities at the OEC.
Hypothesis 3: Participants with a higher level of expectation will be more satisfied with
OEC staff/facilitators.
Hypothesis 4: Participants with a higher level of motivation will be more satisfied with
their activities at the OEC.
Hypothesis 5: Participants with a higher level of motivation will be more satisfied with
OEC staff/facilitators.
Finally, expectation was not significantly and positively related to overall satisfaction,
resulting in the rejection of hypothesis 6: A higher level of expectation will lead to a higher level
of overall satisfaction.
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CHAPTER 5: DISCUSSION
The purpose of this section is to describe the relationship between expectations,
motivations, satisfaction and return visitation in outdoor adventure areas such as the WVU OEC,
using canopy zip line tours and challenge course products. Previous research considered these
constructs as they related to outdoor recreation as a whole. There has not been an abundance of
information that considers canopy tours or challenge courses to this extent.
The following chapter includes discussion of the research questions and a discussion of
the structural equation model.
Discussion of Research Questions
RQ1: What are the expectations of visiting the WVU OEC?
The highest expectation items of a program at the OEC were making memories, having
fun and having a nice event. The lowest items in the expectation category were feeling pressure,
having large groups and learning about the zip line
The highest factor mean of the expectations came from making memories, followed by
Adventure Experience, whereas the lowest mean came from Factor 3 - Outdoor Learning and
Punctuality. Enjoying the outdoors was classified in this category, but had the 6th highest mean
of 4.50. This could suggest most people were not expecting learning about the outdoors or a
sense of punctuality. Maybe suggesting most people did not have a set schedule. Overall, the
factor of (1) Adventure Experience accounted for the most variance within this sample.
RQ2: What are the Motivations of visiting the WVU OEC?
The number one motivation to go to the WVU OEC was to have fun which is supported
in previous literature by Todd, et al. (2002). This was followed by enjoying the company of
those who the participant came with and to build relationships. To be challenged and to be
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outdoors came in closely after which was also supported through the literature by Todd, et
al.(2002). The lowest motivations were to go somewhere kid friendly, to do something on
vacation, avoiding everyday life, recalling past satisfactions and to check it off the bucket list. In
the literature, Dann (1977) found avoiding everyday life, anomie, to be a high motivating push
factor, which is not supported through this study. With kid friendly being the lowest motivation,
it can be assumed that most people do not care if it is kid friendly or not.
According to means, the strongest factors are (1) Adventure and Learning, (2) Nature and
Outdoors, (4) teamwork and relationship building, and (6) Socialize. Socialize, although having a
limited number of items, has the highest mean followed by Nature and Outdoors then Adventure
and Learning. The lowest mean comes from Factor 3 - Family and Relaxation.
The next highest factors, Adventure and Learning, and Nature and Outdoors envelope the
ideas of risk taking in specific items like “to explore,” “to push yourself,” and “to be
adventurous.” This supports findings of Brown and Fraser (2009) who described risk taking as a
central concept of motivation in adventure education activities.
RQ3: How satisfied are the participants with their visit?
The overall satisfaction rating of participants was 4.92 out of 5. This came as a good note
to summarize everything that was to come. That is, most participants were highly satisfied.
Next, individual satisfaction items made up each factor and the following were some that
stood out in the positives and negatives. The highest rated items came from the factor of Staff
satisfaction, including” The staff stayed positive” (M = 4.95) and “The staff was attentive” (M =
4.94). Lowest satisfaction items came from “There was adequate signage for my arrival” (M =
4.12) and “Billing was easy” (M = 4.06), which were still relatively high, but lower than the rest.
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Due to the ease of billing being the lowest mean, this issue was looked into. It turns out
that the WVU billing systems was paused throughout the time of the survey, due to this problem
many invoices were not received. This caused a vast amount of confusion between both
management and the customer that needed to pay by invoice. Most of the programs that paid
through the eCommerce online payment portal had little to no problems with payment. This
option is generally only available to the canopy tour participants, due to policies regarding taxexempt status and large group billing.
With the second lowest mean being the item concerning signage, there is a simple
explanation. When the OEC was built in 2007, it was just a small idea in a very large forest.
Growing its roots directly above the forest manager office and Westvaco Natural Resource
Center, the university wanted to protect its investment by keeping it private for years. Now, ten
years later as the popularity and use grows larger, there are difficulties in keeping it a secret.
With all the activities that go on that far outside of Morgantown, concerning the different user
groups, it is quite easy for many groups to get lost. Simply said, to gain ease of access to the
OEC, signs must be made and inserted at key places.
After looking at the individual items, the factors were then analyzed. The lowest factor
mean was that of program logistics (M = 4.48), which consisted of the pre and post program
logistics such as scheduling and billing. The highest factor mean came from the satisfaction of
the staff (M = 4.92). This factor dealt with the facilitators at the Outdoor Education Center.
Overall, most participants indicated visiting again or informing others of the OEC. There
were also a large number of participants who indicated they would pass on their experience to
others seeking advice. With a factor mean for loyalty (M = 4.82), this is an important finding as
words of mouth is one of the top tools in marketing (Yoon & Uysal, 2005). This type of
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marketing also brings in a large amount of cash inflow on a per customer basis (Olivia et al.,
1992).
When studying loyalty, all factors are considered, however, the only factor that truly
matters is the one that produces results. Analyzing the difference between connotative loyalty
(intended) and action loyalty (actual) will be an important aspect in the future for this survey
(Lee et al., 2007; Oliver, 1999). Currently, there is no definite way in telling if all the customers
who said they would be loyal will become loyal, or even tell others of their experience. Due to
the timing of the study and the configuration of the seasonality in operations, further research is
needed for the above-mentioned action loyalty.
With this in mind, the WVU OEC has many programs that are considered to be potential
return groups. As for the return individuals, i.e. canopy tour participants, only time will be able
to tell. Since the start of the study, diversification of program styles has begun with the addition
of pay to play challenge course options. These include low facilitation and high variation in
customizable possibilities throughout the many elements involved in the challenge course.
RQ4: What are the similarities and differences between the four user groups?
As shown in Tables 16, 17, 18 and 19, there were no significant differences between the
male and female respondents or the first time and return visitors, however there are quite a few
significant differences in expectations, motivations, satisfaction and loyalty between the group
organizers and the participants, as well as the activity that was participated in.
First Time/ Return Visitor
Looking at the differences between first-time and return visitors, there were no
significant differences in any of the constructs examined. This could suggest an easy transition
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between a first and second visit. This also shows that many of the first-time visitors are similar to
the return visitors and could in turn become return visitors as well.
As for the lack of differences between first-time visitors and return visitors, there are
many studies (Fakeye & Crompton, 1991; Gitelson & Crompton, 1984; Hung & Li, 2016; Lau &
McKercher, 2004; McKercher & Wong, 2004; Oppermann, 1998; Petrick, 2004; Shanka &
Taylor, 2004) that exemplify the need for understanding the differences between the two, in
terms of expectations, motivations, satisfaction and loyalty, however, this study did not find any
differences. Although this study did not support these findings, Hughes & Morrison-Saunders
(2002) found no significant differences between first-time and return visitors in a demographic
sense when the issue becomes experience specific. In addition, Oppermann (1997) shows that
understanding of both these groups is important to success of a recreation experience and should
be kept in balance.
Lacking this difference shows conflict with these previous studies. Reasons for this could
be the fact that many of the groups are WVU specific groups, with this in mind, it is cheaper for
groups to go to the OEC than some outside destination. Also, many of the groups that come to
the OEC, only come once a year with their group, maybe twice if they are in multiple groups.
The third reason behind this finding was mentioned above with some of the group organizers not
participating in the activity. Many, not all of the return participants are the group organizers.
Some of these group organizers have been bringing their groups to the OEC since the beginning
in 2007.
Male/Female
When differentiating gender of an individual participating at the Outdoor Education
Center, there again is no significant difference, which conflicts with findings of Sugarman,
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(2001) that looked into retirees. In terms of male and female, Gartner & Lime (2000) suggest that
without gender differences, there is a missing component, however actively attempting to give
“equal” opportunities can, in turn, create troubles for select individuals. The idea of equity rather
than equality should still envelope the overall program and provide alternative options for those
involved (Gartner & Lime, 2000).
Being that this study did not find significant differences between males and females,
some assumptions can be made. First, when the idea of zip lines and challenge courses come into
play, males and females have similar thoughts throughout their experience. This assumption is
supported by Christensen, Williams and Clark (1987) who showed in outdoor settings, men and
women are more similar than different. Second, all participants are treated with equity at the
OEC, with an almost even balance of male and female facilitators, groups are usually mixed up
evenly as well and given all they need to succeed. Third, during a program at the OEC,
participants are encouraged to share and communicate their needs, with this additional prompt,
we do find that all individuals can be as open and involved as any other person.
Group Contact/Participant
As assumed, there were quite a few significant differences between the group contacts
and the participants within the groups, which was shown in many factors throughout the t-tests.
This could suggest that group contacts should be better informed of what to tell the rest of their
group, or they just need to tell them about it. This in turn would allow expectations and
motivations to correlate better with the actual experience and therefore, as this study has shown,
increase overall satisfaction.
On average the program contact rated all significant factors higher than the participant.
When group contacts are involved in programs, usually they watch and do not participate. There
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are, of course, some that do join in the activities along with their peers, but most choose to
observe the progress of the group.
The differences that came from group organizer status was empirically witnessed at the
OEC and was a main concern of the management team. With many participants unsure of what
they were getting themselves into the day of their program, there was an obvious breakdown of
communication. Sometimes partcipants came without proper footwear, or outdoor gear in
general. To combat this, half-way through the summer, a program packet was made to so the
organizers could share information with their group participants. This packet not only included
the general expectations from a day at the OEC, but also contained the assumption of risk packet
that needed to be filled out before the time of participation. There has not been an abundance of
research on this topic, expecially as it concerns outdoor recreation activities.
Canopy Tour/Challenge Course/Both
The final significant differences from this study came from activity choice for the day at
the OEC. Although it would seem like second nature that all activities have different
expectations and motivations, for marketing purposes, we wanted to find ways to market all
activites together, as well as being able to exemplify each individual activity. As Driver (1977;
1983) showed, there are many motivations when going into outdoor recreation activities. These
are derived from various expectations that have been gathered previously. With over 230
different potential motivations, it would be rather difficult to gain insight of every probable
answer. In response to this, the qualitative pre-survey suggested by Luo & Deng (2007), Holden
and Sparrowhawk (2002), and Hvengard (2002) did create constraints on the possible responses
that could be given to 30 expectations and 38 motivations. With this, there is the chance that
some expectations and motivations were not found in the pre-survey.
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Within expectations, there were significant differences in Factor 1- Adventure experience
between challenge course and canopy tour (p = .002) and challenge course and both (p = .065).
This factor was expected more by the groups that were involved with canopy tour in one way or
another. Factor 3 Outdoor learning and punctuality also showed significant differences between
canopy tour and challenge course (p < .001) and challenge course and both (p < .001). The mean
differences for this factor showed it was expected more by those participating in the canopy tour
at some point throughout the day. Cognitive growth and memories showed no significant
difference. These results suggest that when it comes to activity choice, there are significant
difference in expectations of the adventure experience, and outdoor learning and punctuality
between participants of the challenge course and participants of the canopy tour, but the
expectations of cognitive growth and memories are shared.
Within motivations, there were no significant differences in Factor 6 – Socialize. This
suggests that in all activity choices, socializing is a motivation. Factor 1 – Adventure and
learning, also showed no significant differences between groups, suggesting that all programs
have the motivations of adventure and learning. All other factors had at least one significant
difference between groups. Factor 2 – Nature and outdoors and Factor 3 – Family and relaxation,
were significantly higher in programs including the canopy tour in some way. Factor 4 –
Teamwork and relationship building was significantly higher in programs participating in the
challenge course somewhere throughout the day. The final significant difference between
motivations came from Factor 5 – New experience, which was only significantly higher in
programs participating in canopy tour compared to those only on the challenge course.
In satisfactions, there were not many significant differences between activity groups.
Comparing the mean differences, canopy tour ended up rating significantly higher than challenge
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course or participants of both activities when there were differences. There were significant
differences in facility satisfaction between canopy tour and challenge course (p = .002),
suggesting the facilities for the canopy tour were more satisfying than the challenge course. In
setting satisfaction, there were significant differences between canopy tour and challenge course
(p = .010) and canopy tour and both (p = .014). This could suggest the site of the canopy tour, is
also more satisfying than the challenge course. Staff satisfaction saw a significant difference
between the canopy tour and challenge course participants (p = .023) and program logistic
satisfaction saw a significant difference between canopy tour and challenge course participants
(p < .001). These two factors being significantly different only when comparing the individual
activities, suggests staffing and logistics were significantly better for the canopy tour than the
challenge course. Sign satisfaction, activity satisfaction and loyalty saw no significant
differences between groups, suggesting that all programming options felt similar satisfactions
about the signage, activity choice and loyalty toward the OEC.
Discussion of SEM Findings and Hypothesis Testing
Once the 10 hypotheses derived from the research questions were placed into the SEM,
the final findings of the study could be analyzed. The first hypothesis, the higher expectations
participants have, the more motivated they will be, was found to be to be true with a positive and
significant relationship (p < .001). This finding is supported through the literature by Hsu et al.
(2010); Lee et al. (2011); and Wong et al. (2013) which have shown motivations are a direct
product of valence and expectations.
The second and third hypotheses, participants with a higher level of expectation will be
more satisfied with their activities at the OEC and, participants with a higher level of expectation
will be more satisfied with OEC staff/facilitators both showed a positive correlation, yet they
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were insignificant. This finding partially supports findings by Langgat et al. (2012), however the
findings in said study were significant.
The fourth and fifth hypotheses, participants with a higher level of motivation will be
more satisfied with their activities at the OEC and, participants with a higher level of motivation
will be more satisfied with OEC staff/facilitators both showed a positive relationship, however,
they were insignificant. Seeing how the correlations are positive, this study partially supports
findings by Langgat et al. (2012).
Hypothesis six, A higher level of expectation will lead to a higher level of overall
satisfaction did not show a significant or positive relationship. This does not support findings in
the literature by Mackay and Crompton (1988); Oliver (1980); and Wong et al. (2013) which saw
direct relationships between the two. In response to these findings, possible explanations of this
may come from the model itself. Due to the fact there were many exogenous and endogenous
variables available for the model, the model was complex. Attributable to this complication, the
model was simplified to a few select variables. If these items were to be placed back into the
model, there is the chance these results would change.
The seventh hypothesis, higher levels of motivation will lead to a higher level of overall
satisfaction showed a significant positive correlation. This supports findings by Crompton &
McKay (1997); Dann (1981); Ross and Iso-Ahola (1991), and Wong et al. (2013) which found a
similar relationship in multiple aspects of recreation.
Hypotheses eight and nine, satisfaction with activities will significantly contribute to
overall satisfaction (p < .001) and satisfaction with staff/facilitators (p < .01) will significantly
contribute to overall satisfaction both showed a significant positive correlation. This finding is
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supported in the literature by Langgat et al. (2012) who states that for events, individualized
satisfactions like activity and facility will affect the overall satisfaction.
The tenth and final hypothesis, participants who are more satisfied overall will be more
loyal to the OEC confirmed a strong significant and positive relationship between the two. This
finding is supported by findings in Andreassen and Lindestead (1998); Gronholdt et al. (2000);
Lee et al. (2011); Oliver (1999); Yoon and Uysal (2005). These studies recognized the
significance between overall satisfaction of a consumer to loyalty and return visitation in various
industries.
RQ5: What will bring about the highest return visitation
The final research question for this study comes as a general summarization. With loyalty
producing a significant amount of profitability (Bowen & Chen, 2001; Hallowell, 1996; Olivia et
al., 1992), it is of general interest to any business owner. From the hypothesis testing in the
structural equation model, it can be assumed that satisfaction with activity and staff will be the
biggest determinants to overall satisfaction and, in turn, future visitation at the Outdoor
Education Center. Although the other factors in satisfaction of the experience will be
contributors of the loyalty factor, the satisfaction with the activity and staff will be the largest
contributors.
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CHAPTER 6: CONCLUSIONS
While expectations, motivations, satisfaction and loyalty have been widely examined in
the literature, few studies, if any, have been conducted to examine perceptional similarities and
differences between participants and interrelationships between these variables in the context of
outdoor adventure recreation. This study filled this gap by looking at similarities and differences
between gender, return visitation, organizer status, different activities participated in. It then
examined the relationships between the four constructs of expectation, motivation, satisfaction
and loyalty at the WVU Outdoor Education Center, one of the largest such centers in the United
States. Interestingly, this study found that no significant differences exist between male and
female visitors as well as return visitors and first time visitors. However, the study did find
significant differences between organizer status and activity participated in. The study also found
expectations significantly and positively contribute to motivations, motivations significantly and
positively contribute to overall satisfaction, which also significantly and positively contributes to
loyalty. This study also found a positive, yet insignificant, contribution from motivations and
expectations toward factor satisfaction, and a significant positive contribution from factor
satisfaction toward overall satisfaction. This study found no significant or positive influence
from expectations to overall satisfactions, which contradicts much of the reviewed literature This
study is of significant theoretical, methodological, and managerial implications.
Research Findings
Looking at the hypotheses from this study, we can confirm eight findings.
1. Using a qualitative survey to find motivations allowed for more precise answers.
2. There is a significant positive relationship between expectations and motivations.
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3. There is a positive yet insignificant correlation between expectations and factor
satisfaction.
4. The is a positive yet insignificant correlation between motivations and factor satisfaction.
5. There is not a significant or positive correlation between expectations and overall
satisfaction.
6. There is a positive significant correlation between motivations and overall satisfaction.
7. There is a significant positive relationship between factor satisfaction and overall
satisfaction.
8. There is a significant positive relationship between overall satisfaction and loyalty.
Theoretical Implications
As previous studies (Holden & Sparrowhawk, 2002; Hvengard, 2002; Luo & Deng,
2007) suggest, a qualitative pre-survey was used to derive statements that measure expectations
and motivations. This strategy was used in combination with the REP scale (Driver, 1977; 1983)
to better understand why people are going to the OEC. This method provided emphasis for four
factors of expectations and six factors to make up motivations of going to organizations like the
OEC. These organizations should contain zip lines and challenge courses based around a
university setting.
For these organizations, the expectations and motivations can be measured by six
satisfaction characteristics and one loyalty. Itemizing these seven factors can bring about higher
understanding of why customers are satisfied or dissatisfied, however, longer online surveys will
more than likely bring about skewed results and not have ideal participation that complete it to
the entirety (Peytchev, 2009).
Based upon this study, the following theoretical implications have been gathered:
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1. Expectations significantly predict motivations when visiting a tourist destination, This
finding supports literature from Hsu et al. (2010) and Lee et al. (2011).
2. Pre-exposure variables such as expectation, do not signify levels of overall satisfaction.
This finding contradicts literature by Oliver (1980) and Wong et al. (2013).
3. There is a significant positive correlation from motivation to overall satisfaction, which
supports studies by Crompton & Mckay(1997); Dann (1981); Ross and Iso-Ahola (1991)
and Wong et al. (2013).
4. Itemized expectations and motivations can indicate their corresponding satisfactions,
which partially supports literature by Langgat et al. (2012). In this study, no significant
correlation was found between expectations and itemized satisfaction, however the
relationship was positive.
5. Itemized Satisfaction can significantly indicate overall satisfaction which is supported by
findings of Langgat et al., (2012).
6. Satisfaction significantly indicates loyalty which supports studies by Andreassen &
Lindestead (1998); Gronholdt et al. (2000); Lee et al. (2011); Oliver (1999), and Yoon
and Uysal (2005).
Management Implications
From the theoretical implications, practical management implications have also been
prescribed from this study.
First of all, specific to the OEC, better billing system should be explored. Due to the fact,
it is a West Virginia state-run institution, the OEC should abide by specific policies when
invoicing. The OEC has taken great strides to improve these issues, but currently lacks the ability
to upgrade systems as a whole.
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Again, specific to the OEC, signage needs to be developed to bring consumers directly to
the site. As of now, there is minimal signage due to the original design perspectives of the OEC.
Lack of signage was used as a way to keep people out when no one is on-site. With the necessity
moving from keeping people out, to bringing people in, this research has shown data supporting
these needs.
Third, all service companies similar to the OEC should look into what motivates their
customers and what they expect. Without this basic understanding, there could be a
misconception of why customers are coming.
Fourth, if the survey participants have not been briefed of the overall experience, there is
the high possibility that their satisfaction will be low. Orientations to the activity are suggested.
Surprise parties may not be the best time to ask for a survey, however, if the participant has low
expectations of their day, their satisfaction could be quite high. Keep these two aspects in mind
when scheduling programs.
Fifth, make sure the program is challenging and worth the cost, but also make sure your
participants are prepared and taken care of during that time. They came there to push themselves
and be adventurous in a safe environment; to learn and experience something new. And they
expect friendly service, an adrenaline rush, experiencing physical growth, having fun, recreating,
and being excited.
Sixth, once these satisfaction levels are high, keep them high. Although your participants
have left, marketing materials and future discounts could bring them back later. Another way to
do this is by having tangible materials available directly after the conclusion of the experience.
This could be items such as, trail maps, discount books for the local area, convention and visitor
bureau pamphlets, or other area attraction ideas.
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Seventh and finally, although the OEC was designed to be an educational outdoor
learning center, the expectations and motivations of the participants do not align with the overall
brand. This study has shown data revealing education is of the lowest expectations and
motivations. On the other hand, the highest expectations and motivations revolve around the
adventure aspects of the OEC. These findings suggest less emphasis in marketing toward the
educational aspect, and more emphasis on the adventure and outdoor aspects of the OEC.
Limitations
After every program at the OEC a feedback form goes out to the program contact, which
allows the participant to give general feedback about their experience. Due to this, the survey
involved in this study had to be sent out a week after the feedback form was sent. This could
have caused the low amount of participation in this survey. It could have also distorted the views
of participants being that it was not a direct ex post facto survey.
During the time of the survey, there were many new facilities being added and upgraded.
This caused large construction vehicles to move dirt and create an incomplete setting during the
2016 summer. It also took some of the nature feeling from the site as a whole.
With these site changes, many of the activities became limited to lower numbers than
previously. Therefore, the overall participant count during the surveying period was lower than
the numbers of the previous season. The low participant numbers caused a shift in the original
survey method of random sampling to convenience sampling.
Not only were updates being done to the facility, but many of the logistical procedures
were also being changed. Half way through the survey period, a program packet was developed
to assist participant understanding of their selected program. This could have changed overall
logistical satisfaction.
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Implications for future research
Being that there has not been much research done for this topic in particular, there is need
for further research. Studies like this should be done at similar businesses to compare results
across multiple sites.
In the future, we would like to find out if the participants who indicated connotative
loyalty toward the OEC will return and/or tell their friends and family.
For this survey to have increased value, a larger sample size is wanted. We will be
looking at ways to increase survey numbers to increase reliability of the data.
The strategy used for this study’s pre-survey came from the notion from Luo & Deng
(2007), which showed reason strategies in deriving simplified measures of motivations and
expectations. This made the current version of the survey much smaller than the original.
Other research ideas that can be implemented into this type of study could focus on
dissatisfaction and how the variables in this study can relate to that. If one of these constructs are
not fulfilled, how does that impact overall satisfaction and thereon, loyalty.
The last implication for further research involves the idea of risk management towards
satisfaction. In the outdoor adventure industry, there is a large focus on risk management,
however, there is not a consensus of large types of risk management. Not only is there no
consensus, but in dealing with different types of risk, there could be a potential to dissatisfy a
participant. This future study should look at the types of risk management and how properly
managing these variables can affect the overall satisfaction and loyalty of the participants.
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